











JEFFERSON 


TRAN 


Best Mercury Lamp 
in Efficiencies 
-Proven Transformers 


@Mercury lamps, to give trouble- 
free, dependable performance 
require an accurately designed 
transformer to govern the cur- 
rentand supply the correct start- 
ing and operating voltages. 

Jefferson Mercury Lamp 
Transformers insure continuous 
satisfactory operation because 
of their liberal design and 
careful construction. 

Besides, they have these def- 
inite advantages and features: 
@ Cool 
@ Quiet 
@ Efficient 
@ Neat and compact 
@ Roomy wiring compartments 
@ Facilities for mounting in any 

position 
@ Combination wall mounting 

and fixture suspension unit 


@ Provided with clamps for 
messenger wire support. 
Jefferson Mercury Lamp Transformers 
are fully described in 
new Bulletin 371-ML. 
JEFFERSON ELECTRIC 
COMPANY, Bellwood 
(Suburb of Chicago), 
Illinois. Canadian 
Factory, 535 College write for = 


New Bulletin 
y Street, Toronto. 371-ML. 
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THREE WAY 
Brown Cat. No. 1393 
lvory Cat. No. 1493 
SINGLE POLE 


Brown Cat. No. 1391 
Ivory Cat. No. 1491 
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SINGLE POLE 


~ 
Brown Cat. No. 1871 ) 
ivory Cat. No. 1971 a 


THREE WAY 
Brown Cat. No. 1873 


STRAP TYPE Ivory Cat. No. 1973 
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MARKET.... 


Four NEW switches—in both—Despard and strap types— 
-designed for today’s most active field—the residential 
market. Precision built mechanism—fewer moving parts- 
—mechanically and electrically outstanding...and... 
favorably priced—it's the switch value of 1938. 


e FEATURES 


Bakelite Body—fully enclosed. 

Bronze Contacts—floating and self-aligning. 

Arc snuffing barrier. 

Bakelite Handle— insulated from strap and mechanism. 
Positive kick-off. 

Large head binding screws—extra length. 

Full 10 ampere rating. 


Now 
available 
for your trade 
—a pocket catalog 
of residence switches and 
wall plates—send for a supply today. 
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.--IT IS EASY TO ADD A RANGE 
OR WATER HEATER CIRCUIT WITH A 


GQUARE J) MULTI-BREAKER 


When the service entrance switch of a home has not hardly more than a good switch and fuses. The 





























sufficient capacity for the addition of electric range 
or water heater, it is easy and economical to add 
extra circuits by using a Square D Multi-breakeR. 
The Square D Multi-breakeR is service equipment 
and may be installed in parallel with existing wiring. 

The 1937 National Electric Code permits up to six 
service subdivisions or branches, individually con- 
trolled with solid mains. 

The new two-pole Square D Multi-breakeR sells at 
a new low price for circuit breaker protection — 


SQUARE 7) COMPANY 











installation costs less than replacing the service en- 
trance switch with one of larger capacity. 

Any electrical contractor installing electric range 
or water heater services should know about this 
new Square D Type M 
Multi-breakeR. Ex- 
plain the convenience 
of the Multi-breakeR 
to all of your con- 
tractor customers. 


CALL IN 
A SQUARE D 
MAN 











DETROIT- MILWAUKEE-LOS ANGELES 
SQUARE D COMPANY CANADA LTD. TORONTO, ONTARIO 
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LOOKING INTO THE NEWS 


—Washington—Refrigeration—Building Boom—Face Lifting 


4 YEARS—80 MILES—400 CALLS. BY 


HENRY W. YOUNG 


—A Wholesaler's Salesman at Bonneville 


SPEAKING OF COMPETITORS 


THE LOADED CIGAR OF SELLING 


—How to Control Your Personality 


PROWLING AROUND WE SEE—PICTURES 


YOU CAN SELL HOSPITALS 
—An Approach and a Check List 


USING MANUFACTURER’S MISSIONARY MEN 


BY HARRY SIMMONS 


BY WALTER J. HOLMES 


—A Few Usable Suggestions BY JOHN H. FREDERICK 


MEN YOU SHOULD KNOW—HARRY C. CALAHAN 


OLD TIMERS STEP OUT—PICTURES 


WHAT ABOUT BUSINESS? 


—A Few Facts Salesmen Can Use 


CATCH ME IF YOU CAN! 


—He Is January's Nimrod 


HE LETS THEIR EYES SELL 'EM 
—But He Carries Home the Orders 


WORKING WITH DEALERS—HIRING SALESMEN 
BY 
—Ideas for Building Better Dealers 


ROLLING DISPLAYS 


BY BILLY BURKE 


GERALD STEDMAN 


BY A. B. CONKLIN 


—Carrying the Mountain to Mohammed 


MANUFACTURERS ENTERTAIN—PICTURES 


DEPARTMENTS 
SELLING APPLIANCES 


NEW PRODUCTS TO SELL—APPLIANCES 


NEW PRODUCTS TO SELL—SUPPLIES AND EQUIPMENT 


NEWS, NAMES AND FACES 
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Wire for the 
p L f | j ht all vicinal 
) t oO . g the house 
Plan to put SWITCHES at all room entrances, so a person walks 
in a PATH OF LIGHT from one room to another! Eliminate 
stumbling in the dark when passing anywhere through the 
house, or up and down stairs. Install THREE-WAY switches at 
both entrances of a large room, to turn lights on or off at either 
doorway. This is the new idea of CONVENIENCE — which helps 
make owners “‘see the light” in the matter of ade- 

quate wiring... Number 6444 Single-Pole 


Switch; Number 6446 Three- 
Way, execute the idea! 





ARROW ELEGTRIG DIVISION. ELECTRICAL WHOLESALER | 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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HOW’S 

BUSINES$—Top news today is certainly what you 
think about the business outlook. Every customer you 
call on wants to hear. He doesn’t think you know. But 
he likes to bolster up his own hope with yours and 
make it stronger. 

Well, give him hope. For everything is all right with 
the country. Only the political situation is bad—and 
there is now good promise that Congress will do its 
duty and take the fear out of the hearts of manage- 
ment and investors. When it does—watch Old Pros- 
perity start rolling back again. 

So talk about business with confidence. The plain 
facts are briefly stated on another page. Use them to 
prop up the courage of everyone who asks. Now is the 
time to sell with spirit. 


* 


BUILDING 
BOQM—Well maybe we'll have that building boom. 
God knows it’s over due! Roosevelt wants it. It is one 
of the few things right now on which Congress seems 
to support him solidly. There appears to be good pros- 
pect that the appropriation will be voted promptly 
without paring it down. Some $40,000,000 should be 
available this year to put it over. 
The idea appeals to business men because it is pro- 
posed to pull down the bars so that the money can be 
provided by investors on a business basis. [t won’t 


be government funds poured in at the taxpayers ex- 
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pense—to prime that poor old pump, long. since 
gummed up with too much amateur priming. 

And when it starts! Homes need almost everything 
and 2,000,000 houses 


to come. They will be built in every town and every 


the wholesaler’s salesman sells 





contractor and dealer can have part of it. They should 
be planning for it. 


* 


REFRIGERATION 
PARADOX—Funny old world. Five million refrigera- 


tors sold and they say we are edging toward the lower 
income brackets—the leaner market. But at the same 
time the new models are larger—roomier, more con- 
venient, enjoyable. Fact is the best customers will long 
be those who have small boxes and want to spread 
out—just as clean people use more soap than dirty 
ones. 

There’s a big replacement market coming here. 
Also, the world still watches the Jones household. 
Those leaner families roll on rubber tires. They will 
have ice cubes too. The manufacturers are right. 
Make ‘em better and they will sell better—from now 


on. 


* 


WHEN THEY 


SPEND IT —Power companies estimate that some- 


thing like $450,000,000 must be spent this year on 


construction — high lines, secondary service trans- 
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for YOUR sales 
to 245,277 prospects in 1938 
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All through the night 


1s mn DAYLIGHT j 














Almost a quarter of a million prospects will read the advertisements showing 
the advantages of General Electric Type-H Mercury Lamps in 1938. Get | 
behind this sales promotion work and reap the benefits of this modern light 
source. No comparable light source can give as much light for an equal wattage. 

In combination with incandescent lamps you can obtain a light which simu- 
lates and blends well with daylight. Get aboard for better profits in 1938. Sell 
General Electric Type-H Mercury Lamps. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 864H Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland, Ohio 


MESSAGES THAT PAVE THE 
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Order your auxiliary devices 
which were designed especially 
for these lamps from the Gen- 
eral Electric Vapor Lamp Co. 
Order the lamps from any of 
the seventeen Sales Divisions 
of the Incandescent Lamp De- 
partment, General Electric Co. 














formers-—everything back to the bus bar 
And that is just starting. More investment, more 


and beyond. 





capacity, calls for more selling. More salesmen will 
be talking better light and contractors will put it 
in. More pressure behind appliances and dealers will 
retail the bulk of them. And we sell the contractor, 
the dealer—and the utility. 
j Floyd Carlisle told King Franklin that Niagara 
Hudson would spend $120,000,000 starting right now. 
Looks like a beginning. 





* 
WHOLESALE 
FACE LIFTING—Epidemic of face lifting by elec- 
trical wholesalers all over the country—new ware- 
houses, new offices, new display rooms, more 


elaborate service facilities—bigger and better. They 

are taking on window trimmers and home economists 

to help the dealers. Look in the news columns. It’s 

cropping out everywhere—a fine old time symptom 
of prosperity. 

Smart salesmen will cash in on all of this. The 

customer should hear about it. He should be taken 

| in to look it over and get a headful of new ideas on 


how to use the wholesaler in his selling and his buy- 
ing. It builds prestige, inspires confidence, develops 
cooperation, increases volume and insures profit. And 
all these little things are good. 


* 


WITH OUR 
COMPLIMENTS—Out in the city of San Diego the 


Electrical Bureau has given birth to a new idea, sold 
it to its members. So when a smart San Diego dealer 
sells a new radio set, he takes the old one, recondi- 
ready to 
sing and play again—‘With Our Compliments.” 

Crazy? Oh no! Not so dumb. It keeps the old stuff 


tions it and returns it to its former owner 
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off the market. It puts two sets to work in the house, 
using up tubes. It starts the two-set standard going in 
the community. And how much would the dealer make 
on the old set anyway? Out in the wide open spaces 
they use their heads. 


* 


A GOOD 


10 EA —Figures are now in. Power companies—365 of 


sent out 14,000,000 contest folders to domestic 
consumers—coast to coast—inviting them to compete 


them 





for two complete modern homes and $20,000 worth of 
household appliances. Some 300,000 people did and 
wrote letters about why the electrical way of living 





is best. It was General Electric’s idea—they furnished 
the folders. Fourteen million, mind you! 

And now the power companies will follow up with 
local contests. People will enter their own homes, and 
see which is most ideal under the electrical standard— 
and win prizes. A great idea! Every wholesaler’s 
salesman should know the details for anybody’s prod- 
uct can go into the houses. G. E. takes its chances and 


deserves a good slice. 


* 


WIRING 
CAMPAIGN—And speaking of homes—the National 


Adequate Wiring Bureau announces that its Plan Book 
is now printing and the program will be launched next 
month, It looks like something big and business-like. 
It is one of the most vital steps for progress that elec- 
trical men have taken for a long long time. 

Plant seeds of interest—everybody! Line up local 
sentiment for immediate action! For this opportunity 
to modernize the under coppered wiring in 22,000,000 
homes is everybody’s job and everybody’s chance to 
profit. Here is something the wholesaler’s salesman can 
write into his order book—day after day. 












































“As I get it, Sarge, this guy bought 20 pounds 


of tape and used it all on the salesman.” 
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4 YEARS 








By Henry 


C. CREIGHTON, otherwise 
ef “Pete”, of the General Elec- 
tric Supply Corp., Portland, Ore., 
holds Pass No. 8 to Bonneville Dam 
Project. It shows that he has literally 
grown up with that $51,000,000 con- 
struction job authorized in September, 
1933. From the time construction 
started, he has averaged at least two 
80 mile round trips from Portland 
per week—close to 30,000 miles of 
driving, besides innumerable | tele- 
phone calls in between. 

If Pete tried to tell in complete 
detail all a contact salesman has to do 
on a job like that, it would probably 
take him another four years. How- 


8 O MILES 
400 caus 


W. Young 


ever, very broadly summed up, he lays 
down four principles— 

(1) Get started below the ground 
floor in the basement, so to speak. 

(2) Make contacts and friendships 
with as many of the contractor’s per- 
sonnel as possible, while the organiza- 
tion grows. 

(3) Follow the construction work 
from the start, to have a good general 
knowledge of every phase. 

(4+) Inspire confidence that you are 
not only able but ready and willing 
to render service, lots of times outside 
your regular field. 

Elaborating somewhat on the four 
principles, take the first; starting 


Bonneville almost completed. Pete Creighton practically lived on this 


job, averaging two 80-mile round trips per week for almost 4 years. 








with the “‘basement’’. A lot of people 
think that, on a job like this, the 
contractor arrives with a full-officered 


army, is met by the village band and 
starts digging. Instead, maybe only 
one or two men arrive at first. They 
are the scouts. Through inter-organi 
zation sources in some distant part ot 
the country, the salesman has learned 
of this and must be ready to help 
them. 

Probably they will first establish 
a city headquarters. Coming into a 
strange city, they are green as to 
available office space, sources of sup- 
ply, stenographers, office boys and 
what not. If the salesman is wise, he 

More begin to arrive 
Plans must be made for 
construction camps and offices on the 
site. More materials of all kinds are 
necessary, though very little electrical 
as yet. Still, the salesman finds his 
opportunities to help increase and his 
acquaintanceships multiply. 

When actual work at the dam 
begins, No. 2 of the principles takes 


helps them. 
presently. 


on greater significance, and it couples 


up with No. 3 on following the job. 















That man over there on some ap- 
parently insignificant feature of the 
early construction work, for all the 
salesman knows, may be an important 
key man who in a few weeks will 
have complete charge of a whole 
It is important to get to 
know him. As Pete says: 


phase. 


“It is the same thing here as in the 
Know 
You never 
can tell when they will pop up in 


case of the industrial plant. 
the men down the line. 


some important position where they 
will directly influence the buying of 
electrical supplies and equipment. 
Only in this case the changes take 
place much more quickly. In an in- 
dustrial plant, you may know a fore- 
man or straw boss eight or ten years 
before he finally turns up where he 
can do you some real good. On a 
big construction job, the same thing 
may happen in a few weeks. 

“The necessity for knowing these 
men who use your materials arises 
from the same reason that it does in 
an industrial plant, but in an ac- 
centuated form. ‘The job moves so 
fast and there are so many unfore- 
seen problems arising, involving ma- 
terials, that the job purchasing 


agent must depend to even a QPravey baa Maem V\ 4a (el tanto) | 42 
greater degree on the men’s speci- 


fications in their requisitions than 
does the industrial plant P.A. The 
things that he has to buy are so diver- 
sified that he can’t begin to be conver- 
sant with all of them. 

One minute it may be a 450 ton 
walking dragline. ‘The next it is two 
barrels of cold cream to prevent ce- 
ment burns. He has little time to 
shop around. For the salesman to 
work from the bottom up as well as 
the top dewn helps him to get his 
lines out of the ‘bid’ class and estab- 
lished on the ‘must have’ basis.” 


Know Everyone 


All these contacts with men, all 
this going to the job, putting on his 
old clothes and climbing around on 
the cableway or mucking down in the 
“hole” do not continually bring the 
salesman face to face with electrical 
sales possibilities. Part of the time he 
is rendering services in connection 
with matters supposed to be strictly 
within the realms of the industrial 
distributor's salesman, the automotive 
distributors salesmen or those of the 
But through 
the whole job, so intimately are elec- 


hardware wholesaler. 


trical applications tied in with the 
mechanical, that the electrical sales- 
man pretty nearly has to plunge in 
up to his ears in every phase of it. 
Having done that, kept on the job, 
come to know most everybody from 
general manager, general superin- 
tendent, chief electrician and purchas- 
ing agent, down through mixer men, 
riggers, carpenters, deep sea divers, 
even to the shovel operators and cat 
skinners, he manages to build up that 
element No. +—Confidence. 

Confidence in the salesman, in the 
house and lines he represents, and in 
his willingness to put himself on the 
spot anytime to help keep the job 
moving is what the salesman hopes 
for and works toward. Hurried and 
impersonal though the builders of 
these big projects may appear, they 
nevertheless love loyalty to the job 
and interest in its speedy completion. 
The salesman who gives them that 
loyalty, is extravagant in the expendi- 
ture of his energy but conservative 
in his promises and recommendations, 
need not worry about his sales sheet. 
At least, that is what Pete Creighton 
said he thought about summed up the 
situation as he fondled Pass No. 8. 
You see, Pete does like the lodge 
cards with low numbers. 





SPEAKING OF COMPETITORS... 


Question 1. Do You Get Help 
from Your Competitors? 

The man who first said: ‘““Compe- 
tition is the life of trade” knew what 
he was talking about! 

He might also have said: ‘“Compe- 
tition is a Godsend to selling!” For, 
with the sword of competition pierc- 
ing our midriff, we usually buck up 
and gallop ahead over the dead bodies 
of every competitor in the road. 

How many salesmen worry about 
competition? How many salesmen are 
broadminded enough to understand 
that their competitors make it easier 
for them to sell, even while they 
are making it tough? How many 
salesmen can nullify the efforts of 
competitors without even mentioning 
them? And how many salesmen can 
catch their second wind when they 
run into competitors, and sell over 
their heads to success? 

Think it over! How are YOU do- 


ing in this regard? 


10 





By Harry Simmons 





Most salesmen study their custo- 
mers and hate their competitors. 
Harry Simmons, an old time 
salesman, has been smart enough 
to study both. He asks some 
questions. — Here are two. 











Question 2. Are YOUR Dealers 
Competitor Conscious? 

If they are, how did they get that 
way? Who is to blame—you, or the 
other fellow ? 

There are two kinds of salesmen 
in the world. Those who devote all 
their time and effort to doing a com- 
plete selling job entirely oblivious to 
competition; and those who spend 
most of their time worrying about 
competition and obviously trying to 
fight against it. 

The former does such a good job 
of straight selling that he usually sells 
his lines regardless. The latter is so 
worried by his competitors that he 
spends much of his time discussing 
their line, their prices, their terms, 
their service, their reputation, rather 
than dwelling on the good points of 
his own. 

The finest help you can give your 
competitor is to keep reminding your 
dealers about him. 
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Take care of price and 
service, says W. W. 
MOORE of Chicago, 
and Personality’ will 
take care of itself 















































Abe Martin, Hoosier humorist, 
once told a salesman: “If you want 
to make such an impression on a man 
that he will never forget you, hand 
him a loaded cigar. He'll remember 
you all right, even if he never be- 
comes a customer.” 

To make a big impression—to 
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bowl ’em over with one’s personality 
—is a yen that lurks in the hearts of 
most salesmen, particularly new 
ones. It accounts for the $150 suits, 
the fawn colored topcoats, the use of 
Lifebuoy to get rid of B. O. and 
Listerine to check halitosis. For per- 
sonality is the Prince Charming 








quality that makes everything come 
out all right. 

Yet, in the opinion of W. W. 
Moore, who for eighteen years has 
followed the destinies of perhaps 500 
salesmen in and about Chicago, this 
personality thing is like a loaded 
cigar. It can help you into business 
—<Or Out. 

“All too often,’’ says Mr. Moore, 
who is with Westinghouse Electric 
Supply Company, “A jobber will hear 
his telephone jangle and an irate 
customer will sputter: “Three weeks 
ago we gave your Joe Blow a $1,000 
order. He promised to send out a 
couple of radio tubes. We ain’t got 
‘em yet. Don’t you want the busi- 
ness we're handing you?’ ” 

What’s happened is this. Joe 
Blow has swept them off their feet 
with his personality. He thinks that 
exuding charm was all there is to 
his job. He failed to button up the 
details. Result, the account was wide 
open to any colorless little church 
mouse who could make good. 

The second complaint against per- 
sonality salesmen concerns the guy 
who can talk the birds off the bushes. 

(Continued on page 71) 
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A THREESOME that is a threesome. In fact it makes an interesting group when a 
buyer and a couple of salesmen get together. The gentleman at the left, W. J. 
Wilkinson, praises the Pierce Fuse lines, D. E. Stout has charge of the salesforce 
of Colonial Elecisic Co., Philadelphia, and Gilbert Nice does the buying. 


MAYBE THE IRISH figure that a good laugh early in the morning will start the 
day off right. At any rate F. X. Flannery, who covers the city for the Baltimore 
Electric Supply Co., is getting a bang out of something. Maybe his fellow salesman, 
J. E. Warwick pulled off one of those good ones. 


INDEPENDENCE HALL, the Liberty Bell, and Silver's Electric Supply Co. are all 
located in that historical city of Philadelphia. Three of these fellows are with that 
wholesale house. From left, I. Silver, W. Lipshutz, Lee Withers of Westinghouse 
(sitting), F. W. Richardson of R. L. Cunningham, Mfg. Agent and Morris Silver. 


RHODE ISLANDERS line up behind the counter. These boys are with the Providence 
Electric Co. From the left Duffy Borrelli, counter man, Harry Goldstein, city sales, 
Cy Lotito, sales, Murray Cohen, assistant p.a., and Joseph Scope, fixture sales. 
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“*TIS A GAY WORLD.” agree Walter 
Kemp and Bob Greenfield, counter 
salesmen for the Greenfield Electric 
Co., Baltimore. No they don’t sell hats 
—maybe some contractor left it there. 


SALESMAN AND CUSTOMER face the 
camera. Behind the counter is M. 
Mayer who handles counter sales for 
the Michaels Electrical Supply Co., 
Lawrence, L. I., N. Y. The fellow who 
is about to pick up his material and 
depart is R. B. Clark, a Rockville 
Center contractor. 
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JOINS DONGAN, Walter C. Keegan, 
who for a long time managed the elec- 
trical department of Muntz and Lea, 
Elgin, Ill., is now on the sales force of 
the Dongan Elec. Mfg. Co. “Doc” 
headquarters in Elgin and _ covers 
Illinois, Wisconsin and part of Indiana. 





LIGHTING SPECIALISTS are Myer 
Dietz and Al Brand. They travel for 
the Germantown Electric Supply Co.. 


in the city of brotherly love. 


WELL KNOWN to the electrical trade 
around Baltimore is genial Arthur 
Thompson of the Greenfield Electric Co. 
Art, has dragged in orders for the firm 
for the past 12 years. 





YOUNG FELLOW doing a man sized 
job. Sidney Mittleman hails from Scran- 
ton, Pa., and is the grandson of Harry 
Friedman, owner of the Bell Electric 
Co. Sidney is enrolled at the Central 
High School, but after school and on 
Saturdays he can be found selling fix- 
tures at Bell Electric. 











ELECTRIC WELDING is one _ subject 
thoroughly known to G. W. Hoskins. 
He not only understands the technical 
side, but how to peddle them as 
well. Not long ago he became associ- 
ated with the Philadelphia office of the 
Harnischfeger Corp. as sales engineer. 





DENVERITES, C. J. Richards, left, is 
vice-president and manager of the Poin- 
dexter Electric Co. of that city. His 
companion, C. J]. Gilbert is vice-presi- 
dent and cashier of the firm. For the 
past 20 years, Poindexter salesmen 
have been driving in and out of the 
Rocky Mountains selling quality electri- 
cal supplies and fixtures. 


AND NOW we have I! of the folks who get their pay checks from the Lindley 
Electric Supply Co., Philadelphia, and an Arrow salesman. Our “Quaker” friends 
are Ray Solly, Frank Holsworth, John MacLaren, Miss Vi, Walter Wick, Miss Lillian, 
Charlie Zanine, sitting down like C.I.O. Al Wick. John Brooks, Jack Hill, B. P. 
McMichael, A.H.éH. and Charlie Senior. Will you camera fiends tell us why the 









gents and the gal at the left are out of focus? 





— are 6189 hospitals in the 
country. Electrical wholesalers’ 
salesmen can make money in this mar- 
ket. It is growing each year, as the 
medical profession specializes in the 
use of electrical products and equip- 
ment and increased government 
funds become available for hospital 
equipment and construction, 

All hospitals use certain electrical 
equipment and supplies. Some use 
more than others. It depends largely 
on the type of hospital. So the first 
thing to do is to classify the hospitals 
in any sales territory according to 
ownership and control, and the type 
of service rendered patients. 

The list of items on the opposite 
page bought by hospitals provides a 
convenient check. Some of these items 
may be sold through an electrical 
contractor. Still others have to be 
sold through some department of a 
city or state that supplies the hospi- 
tals, under their jurisdiction, with 
needed equipment and supplies. 

Selling to hospitals is very much 
like selling to industrial plants. The 
products are bought for use, not for 
resale. ‘They must help the hospital 
to serve its patients better or at less 
cost or they will not be purchased. 
Also, it is often necessary to sell sev- 
eral officials as shown on the chart. 
On particular products, the person 
initiating the request for a purchase 
and specifying what product shall be 
bought, seldom does the actual buying. 

In new construction, the architect 
in charge may be reasonably well in- 
formed on electrical matters. But he 
cannot possibly keep in mind every 
practical buying reason for new elec- 
trical goods as they appear on the 
market. That calls for selling. 

Final specifications are drawn after 
many round table discussions, between 
architect, contractor, and hospital off- 
cials. And the architect’s suggestion 
for the inclusion of a certain electri- 
cal improvement will often meet with 


objections from the medical authori- 
ties, unless they are familiar with this 
improvement. Obviously, it is unfair 
and impractical to ask the architect to 
sell such items to the hospital authori- 
ties. So the most effective procedure is 
for the wholesaler to contact the 
medical authorities, pointing out the 
advantages of his various products for 
the new building. A simple suggestion 
by the architect then becomes effec- 
tive, for the hospital authorities have 
been made conscious of the benefits 
to be gained. 

Again, even though an architect is 
convinced that a product should be 
included in the specifications, he is 
handicapped by his professional posi- 
tion. Actually he is seldom permitted 
to equip the ideal building. He must 
compromise to balance building costs 
with the funds appropriated. 


Lines of buying influence in a large hospital. 





YOU. 
CAN SELL 
HOSPITALS 


By Walter J. Holmes 


Inquiry among wholesalers reveals 
that they know relatively little about 
the potential sales waiting in the hos- 
pital market. Some declare that most 
of the electrical equipment in hospi- 
tals is furnished as the result of bids, 
and that competition makes such sales 
profitless. This may apply to govern- 
ment controlled, as well as to some 
other hospitals, in various sections of 
the country, but this is the condition 
in a limited number of institutions. 
Moreover, there are wholesalers who 
are distributors of certain products 
called for in specifications which can- 
not be met by competitive goods. 

There are many hospitals with less 
than one hundred beds, and the very 
small hospital, like the very small 
contractor, or industrial plant, is 
often not worth attention from a 
salesman. I[n_ these 
smaller hospitals the superintendent 
acts as buyer. But there are also 


wholesaler’s 


many larger hospitals, where size per- 
mits the buying to be made more 
effective through the employment of 
a purchasing agent. Purchasing 
methods will differ according to lo- 
cation and size of the hospital. There 
can be no rules in this matter. But 
abundant opportunity for creative 
selling is found in both maintenance 
and new building sales to hospitals. 
For electrical and medical progress 
go hand in hand. 
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HOUSEKEEPING EQUIPT. 


(Sales made direct, or through purchas- 
ing agent on specification.) 


floor polishers 
floor scrubbers 
sewing machines 
vacuum cleaners 


KITCHEN EQUIPMENT. 


(Sales made direct, or through 
agent on specification.) 


bread slicers 
deep fry kettles 
dishwashers 

egg testers 

food mixers 
grills 

ice cream container's 
ice water coolers 
meat cutters 
meat slicers 
parers 
percolators 
ranges 
refrigerators 
toasters 


MISCELLANEOUS PROD. 


(Sales made direct to interested department 
or through purchasing agent on specification.) 


electric clippers 
electric razors 
exercisers 

hair driers 

sun lamps 
therapeutic lamps 
vibrators 

violet ray 


SPECIALTIES. 


Usually sold through the contractor by 
special order of the hospital, on new con- 
struction. (Specified by the architect or con- 
sulting engineer.) Sold through the purchas- 
ing agent in old buildings. (Specified by 
the interested department.) 


purchasing 


air compressors (laboratory) 

air heaters 

autoclave (for mixing in labor- 
atory) 

buffers and grinders (labora- 
tory) 

doctors paging systems 

fans 

fire alarms 

in and out register 

incubators 

lighting fixtures 

nurses call systems 

patient’s radios 

photo flood lights, photo flash 
lights (Medical record 
photos) 

room clocks 

second beat clocks for operat- 
ing room 

sterilizers 

telephone 

watchmen’s clocks 

water heaters 


BASEMENT NEEDS. 


(Usually sold through the contractor on 


new construction, and the engineer or elec- 
trician in old buildings.) 


automatic transfer equipment 
for battery 

lighting panels 

metering equipment 

motors 

motor starters 

motor switches 

oil switches 

pot heads 

power panels 

primary cutouts 

rectifiers 

service switches 
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A quick look at the Hospital Market, state by state. 


vane 


Total—6,189 


storage batteries (for emer- 
gency lighting) 

switchboards 

transformers, light and power 





GENERAL WIRING 


MATERIALS. 


(Usually sold through the contractor on 
new construction, and the engineer or elec- 
trician in old buildings.) 


boxes 

cable for annunciator, tele- 
phone 

cable taps 

conduit 

ducts and fittings 

insulator bushings 

lead covered high tension 
cable 

lock nuts, bushings 

plugs 

receptacles 

special cable for theater lights, 
elevator, etc. 

switches 

wire 


HOUSE ELECTRICIAN’S 


SUPPLIES. 


(Sales made direct, or through purchasing 
agent on specification.) 


ammeters 

extension cord 

foot candle meters 
fuses 

insulating compounds 
lacquer 

portable electric tools 
solder, torches 

tape 

voltmeters 

wattmeter 

wiremen’s tools 


M \NUFACTURERS spend a lot of 
i money on missionary men. This 


is necessary in selling many electrical 


products because the wholesalers’ 
salesman can’t learn all the details 
of every manufacturers proposition 
by himself. So since his good-will 
and intelligent cooperation are vital 
in introducing or promoting a line, 
the manufacturer is glad to lend a 
hand and send his men into the field. 

Most electrical wholesalers have 
come to rely heavily on the activities 
of these missionary men. But some 
still fail to appreciate their value. 
To determine just how opinions 
stand, electrical wholesalers through- 
out the country were recently asked 
this question— 

Do you think factory missionary 
men, calling on the trade, are of value 
in connection with sales to contrac- 


tors, dealers, and industrials? 

Here's what they said— 

In selling to contractors—73 per 
cent thought missionary men a big 
help; 20 per cent said they were of 
doubtful value; 7 per cent thought 
them of no use at all. 
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In selling to dealers—70 per cent 
thought missionary men of great 
value, 19 per cent were doubtful 
whether they performed any useful 
function, and 11 per cent said that 
they were no help, 

In selling to industrials—76 per 
cent thought missionary men highly 
important, 19 per cent were doubtful 
and 5 per cent said there was no ad- 
vantage in it. 

Three quarters of the wholesalers 


value _ the 
equally for 


missionary man almost 
influencing all three 
classes of customers, but find him 
most helpful in selling to industrials. 
least helpful in selling to dealers. 
Manufacturers have long thought 
their missionary men had the greatest 
value in selling to dealers. So this 
opinion of wholesalers carries some 
surprise. 


(Continued on page 70) 
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CALAHAN 


—SALESMAN 


BEING A MANAGER HASN'T 
CHANGED THE BIG IDEA 


“op loves the Irish—not just 

J because their hearts are pure. 
They have a way with them. Take 
Harry Calahan, for instance. 

When other lads he knew were 
talking about cops and firemen or 
joining the navy to see the world, 
Cal knew he wanted to be a sales- 
man. He was already one—and 
couldn't wait. So each summer va- 
cation he got himself a job ringing 
doorbells, peddling aluminum ware. 
He had a special pan for ham and 

a pot for speckled squash—and 
worked up a line of patter that cost 
the housewives money. And when he 
got through that, he knew he liked it. 

He wound up his schooling 26 
years ago and proceeded to look 
the market over. The electrical busi- 
ness sounded good, so he stepped 
high and steered for the Generous 
Electric Company. And of course, 


at that time the joke was new. 
Anyway he landed in the Supply 
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H. C. Calahan of General Electric Supply, New York 


Department. When he had found 
out a few things, they sent him 
forth to sell the first line of heating 
appliances that G.E. manufactured. 
Cal introduced them to the whole- 
salers, dealers and utilities in the 
New York metropolitan territory. 
And when he introduced ’em—that 
means he sold ’em. 

Well, in return for his good 
work, they gave him some more 
work. They made him a “sales 
agent” to the jobbing trade, as they 
fondly called it in those early days. 
Later he was contact man_ with 
appliance distributors also. And Cal 
was on his way. In 1922, he turned 
his face toward the Great West and 
went ten miles across the Jersey 
Meadows to Newark, sales manager 
of the Tri-City Electric Company. 
Three years later he was general 
manager. 

Then in 1927, the General Electric 
Supply Corporation was formed. 
They wanted someone to head their 
operations in New 
there was Calahan—ready Johnny- 
at-the-rat-hole. He got the job and 


Jersey—and 


two years later was appointed gen- 
eral manager of the New York 
office—and it’s a bigger town. A 
little later they -epped him up to 
district manager for the metropoli- 
tan area, 75 .yuare miles of it. And 
there he is—still selling. 

hasn't 
He likes to 
sell. Only now he’s building mar- 
kets for the industry as well as for 
lear old G.E. He has been doing it 


For being a manager 


change the big idea. 


right along. He helped organize the 
KXssex County Electrical League over 
in Newark and was its third presi- 
dent. He’s been a governor of the 
Electrical Association of New York 
for years, heading the wholesalers 
group. He serves NEWA as a mem- 
ber of the Inside Construction Ma- 
terials Committee. With his own 
company he has had many of these 
pro bono jobs to do and is on the 
Merchants’ Association. 

How does he do it? Well, he’s a 
salesman. And look at his face! 
Of course, it may be easy for Cal. 
For after all, God loves the Irish 
and their hearts aren't poor. 
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“DISTRIBUTION VIA THE ELECTRICAL WHOLESALER” has been the 


backbone of our merchandising policy for more than half a century. 


GENERAL CABL 


Sales Offices: ATLANTA +» BOSTON «+ BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT 


e LOS ANGELES 
18 
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L .RDIAN .-Great as it is, on your order books 


and ours, all-inclusive as are the markets for its use, let us not 
overlook its General Cable brethren—the Rubber and V.C. Power 
Cables, Weatherproof Wires, Trenchlay, Parkway and Ruralay, 
Super Service and the other Portable Cables and Cords. The 
completeness of the General Cable line is a major asset to the 
Electrical Wholesaler, since it enables his salesmen to quote on 
a quality product for every purpose. 
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Li ORPORATIOR 


RK « PHILADELPHIA + PITTSBURGH + ROME,(N.Y.) © ST. LOUIS «+ SAN FRANCISCO «+ SEATTLE « WASHINGTON, (D.C.) 
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OLD TIMERS 
STEP our 


ECEMBBR 2, 1937 was a big, loud day in Chicago’s electrical history. 
For a lot of husky lads, who have been in the game for at 


held the floor at the Palmer House. The youngsters, 
who started after 1912, were outnumbered and took to the side lines. 
Fred Eiseman, N. G. Symonds, Godfrey Atkin, John F. Gilchrest and 


~ 


Ed Kearns got on their hind legs and told interesting tales of the 
Bill Coleman, General Electric (center), and 


the Curtis brothers, Kenneth and Darwin, 
were proud of their badges that told when 
they started. 


old davs. The oldest of the Old Timers was C. C. Leasure. class of ’82. 


I 








A. J. McGivern of C.E.W.A. standing up J. J. Stanten, Westinghouse Elec. & Mfg. 
under his 1900 badge with eyes front. Co. and Henry Andrae of the Supply Co. 
came down from Milwaukee to reminisce. 


One of the really Old Timers was Samuel 
G. Neiler, a consulting engineer who sits 
for his tintype with Youngster Art Anixter 
of Englewood Elec. Supply Co. (upper left) 


r,s) tt? et! 


These vets facing the camera are: W. H. 
Hodge, Public Utility Engineering and Serv- 
ice Corp.; Fred Eiseman, Revere Electric; 
C. W. Pen Dell, Public Service of Northern 


Illinois and George Steiner, Steiner Electric. 
(left) 














What—a couple of youngsters? E. H. Frank 
of Westinghouse Lamps and Riley DeLano 
of Westinghouse Electric Supply Co. must 
have slipped under the tent. (right) 


C. J]. Maloney, Cutler Hammer, a youngster, 
and Old Timers John F. Gilchrist, Common- 
wealth Edison; Charles Brown, Okonite and 
W. P. Steele of Benjamin Electric sitting in 
high places. (left) 























Behind the mike—George Hughes, Edison 
G. E. Appliance Co.; E. J. Doyle, Common- 
wealth Edison; N. G. Symonds, Westing- 
house Elec. & Mfg. Co.; Fred Whiting, 
Electric Assoc., and Samuel Insull Jr., 
Commonwealth Edison. (right) 






























































The New C-H Fuseless 


MAIN 
SWITCH 


Seldom does any new electrical de- 
vice meet with the instant and con- 
tinued success that has greeted the 
new Cutler-Hammer Bul. 4334H17 
Fuseless Main Switch. But even the 
most cursory examination of the fea- 
tures tells why this is so. 


. Fuseless main circuit with silver-to-silver 
contacts which eliminate interior heating, serv- 








ice trouble, and give efficient long life and 
which permit a new standard of compactness. 


2. Outside toggle disconnect switch which 
permits safe branch fuse renewal .. . some- 
thing even the most timid woman can ap- 
proach with confidence. 


3. 60-ampere service at little more than 
30-ampere cost—providing reserve capacity 
for years to come. 


4. Universal mounting with off-on markings 
reading correctly either way. 


5. Simple easy access to all parts whether 
flush or surface mounted; all work done from 
the front with simple tools. 


6. Provision for sealing door and cover with 
standard meter seals. 


7. Both main and branch circuits tested with- 
out interruption to service. 








8. Modern, attractive appearance; mar-proof 
and flake-proof finish. 

No man connected with the domestic 
consumption of electricity can afford 
not to know full details of this switch. 
CUTLER-HAMMER, Inc., Pioneer Manu- 
facturers of Electric Control Apparatus, 
1327 St. Paul Ave., Milwaukee, Wis. 











“Who's afraid of the 
big bad  what-is-it?” 
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HEN a customer asks you— 

W —-wie's ahead for business 
in 1938?”—he means his business. 
So ask him to consider this: The onl, 
thing that’s holding business back 
right now is jitters caused by political 
fears. Then just point out what 
makes the market for electrical prod- 
ucts— 

1. New construction of all types. 

2. Maintenance and modernization 
work of all kinds. 

3. Household demands for appli- 
ances and radio. 
Well, here’s the situation on these 
three big markets: 


Building Construction. Early last 
1 summer building construction of 
all kinds started to fall off. ‘This 
was partly due to the sharp rise in 
labor and material cost. But it was 
chiefly because investors have been 
scared off by taxation. Business 
has stalled, waiting for Washing- 
ton to take down the bars. An 
enormous volume of industrial, com- 
mercial and home building is now 
hung up lacking the courage to go 
ahead. But Congress is waking up 
and worried. It looks as though 
action is coming soon that will clear 
the track and let prosperity go ahead. 

Soon the great volume of build- 
ing construction, now held back, will 
start rolling. Industry can’t wait 
much longer for needed mill and 
factory space. Commercial building 
totaled $470,000,000 last vear and 
Was just starting. The power com- 
panies should spend $450,000,000 
this year on urgently needed construc- 
tion. 2,000,000 homes must be put 
up. There may be $1,.500,000,000 
spent on housing this vear. 

Every factory, every public and 
commercial building, every residence 
or apartment house will need wiring. 
Chey will need motors, equipment, 
fixtures, appliances and other electri 
cal products. 


2? Mainterance and Moderniza- 

tion. ‘There are well over 
100,000 factories, 500,000 stores, ot- 
fice buildings, hotels, theaters, and a 


large part of 22,000,000 homes that 
are under wired. All this deferred 
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maintenance has got to be taken care 








































HOW ABOUT 
BUSINESS 


ot. The public is demanding electri- 
cal facilities that will give them full 
brilliance from their lamps, full heat 
in their cooking devices, and full speed 
in their motored appliances. 

Restored confidence will open up 
a flood of new wiring, motor, control 
and appliance business. “The coming 
of rapid industrial modernization 
promises to swamp the makers and 
installers of factory electrical equip- 
ment. Figure out just what this will 
mean to those you sell to. 


Appliance Market. Demand 
3 for electrical appliances for 
comfort, labor saving, and enjoyment 
is growing steadily. You know the 
figures. Refrigerators have topped 
11,000,000. Ranges are now coming 
into popularity. Roasters are getting 





to be best sellers. Small appliances 
How in steadily increasing numbers. 
Radio is an industry all by itself. 

The miracle of the depression years 
was the way people bought these 
appliances. Now with new rural 
areas buying and a housing boom 
ahead, this business will break all its 
records. 

So—Don’t be afraid of what may 
happen to business in 1938. Selling 
may be a little harder for a bit. You 
may have to be a little more selective 
in the choice of customers and prod- 
ucts to push. But that is good sense 
any time. 

Make no mistake! The stage is al- 
ready set for a sharp increase in 
buying. Get out and SELL. Ard 
business in 1938 will be good for you. 
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CATCH ME 


By Billy Burke 


Tower-Binford Ele ~ 


R Among V J. 
I HAVE been selling for ‘Tower- its big baggy pants. But during a 
Binford for twenty years. | lull in ceremonies | ducked out, and 
travel eastern North Carolina, 1 have dropped over to pay my respects to 
a standing rule that every customer my old friend the disappointing 
of mine knows. I pay him five dol- dealer. 
lars any time he can catch me without | walked in the store still dressed 
my order book, ready for business. in my uniform—fez, gay collar and 
So mv story hinges on the old order ‘Turkish trousers. The dealer smiled 
book. when he saw me. He thought h 
Ther* was a good dealer in New would have a little joke. 

Bern \\ alwavs treated me very “Hello”, he said. a am sorry you 
nicely. But he never gave me an order. are not working today. If you had 
He was a good egy. I liked him. your order book along I would give 

| called on him regularly twice a you some business.” 
month for five long years. But he I had him! I reached down inside 
would not buy, though I played him those baggy pants and at the bottom 
with everv flv I had. was a small order book. I pulled it 
One day the Shrine Temple in out. There was a pencil in it. I 
New Bern was holding its annual opened it up and sat down and said, 
ceremonial, and, being a member of “O.K., what can we do for you?” 
the Drum Corps, I was on hand, The laugh was on him, and he took 
dressed in my oriental costume, with it. But I didn’t rub it in. I was 
there for business—that was all— 
pants or no pants. And he came 
through. He gave me an order— 


and he kept on giving me orders. | 
sold him regularly for ten years, 
until he died. 





Billy Burke of Tower-Binford ready for 
some fishing. Is that order book still in 
his pants? We wonder. 


There was a record in that too, tor 
my company happened to have sold 
him the first order he placed when he 
opened his store. Then after a while 
he switched to other houses and quit 
ordering anything from us and for 
five years I could not land him. I 
sold him his last order, which was 
30 years after the shipment with 
which he started his store. 

So the idea I pass along is—Don’t 
give up! Stay with ’em! And never 
be without your little order book! 
Put it under your pillow nights. 
Somebody might call you on the 
phone. 


HE WANTED TO MAKE MORE MONEY! 





LD Man Nimrod was a 

mighty hunter before the 
Lord! The Good Book says so. 
But we've got mighty hunters 
too. So each month we will 
present a new one here—and 
Crown him Nimrod! 








It’s a Contest—$25 for the 
Best Letter. 

It’s easy—write us 500 to 1000 
ees words—how you sold a hard 
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anyway—for each one we print. 





Billy Burke 


Is January's Nimrod! 


one — maybe he’s a grouch — 
maybe he hides away. You 


know—But you nailed him ! 


Send us the letter with a snap- 


shot of yourself in action. 


Send us the story. Enter for 


the next Nimrod Contest — 
If you are 7f-——-we'll send you 


$25. If not and we still print 


the story, we will send you $5 
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HE WANTED TO MAKE MORE MONEY! 


a: 


- 


, 


ie 


Joe Lawton with his light meter in one 
hand and a sample in the other. With 
these two keys, he opens doors 


J OE LAwrTon has been selling one 


thing and another ever since 
Ford and Olds were tinkering with 
their first models. He hails from the 
town of the Liberty Bell. 

At present he 
Fostoria localized lighting. But he is 


gradually 


specializes on 


working into the general 
illumination field. 

When Joe began selling lighting, 
he dug up books on illumination, read 
manufacturers’ catalogues, talked 
with experts. This specific back- 
ground, plus his past sales experience, 
got him started. But it is a trick 
of sales approach that is getting him 
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the orders. He has a set of eye- 
openers. 

“Although the entire lighting in- 
dustry has been telling the ‘Better 
Light-Better Sight’ story for several 
years,’ Lawton says, “it is surpris- 
ing how many plants still are poorly 
lighted. And I’m not referring to 
those firms stuck up in lofts. I mean 
companies located in large, fine look- 
In the average plant 
I visit, the lighting measures about 
8-foot candles, which should be in- 
creased to somewhere between 20 and 
300-foot candles, depending on the 


My job 


ing buildings. 


types of work to be done. 
is to make them see it. 

“T visited a plant the other day 
and was walking through the shop 
with the superintendent. He pointed 
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HE LETS 
] THEIR EYES SELL ‘EM 










to a machine and proudly said that 
it was worth $8000. Naturally, I 
There, 


glanced at the lighting. 


dangling from the ceiling, was a 
cord, a bulb and a tin shade. 

“What does the operator earn?’. 
I asked the superintendent, “He re- 
plied that the man was paid $1.75 
an hour. ‘There was a sale placed 
right in my sight 
meter and a sample unit and meas- 
lighting at 
surface both with and without my 


lap. I got my 


ured the the working 


sample. Seeing is believing, so I 
sold a unit for that and the other 
machines throughout the plant.” 
“But how about getting past the 
buyer and into the plant?’, Lawton 
was asked. 
(Continued on page 69) 
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As a seaworthy craft is guided straight over 
a charted course into port...so do men 


guide the destiny of business in the sea of 
industry. The bard once said ‘One ship sails 
east and another sails west with the very 
same winds that blow ... for ‘tis the set of 


the sails and not the gales that tells where 








Safety Switches 
Panel Boards 
Switch Boards 
Duct Systems 


the ship will go.” How aptly those words 
apply to the unswerving course held by the 
Bull Dog Electric Products Company. The 
policy of the Bull Dog Electric Products Company is the charted 
course over which this business is guided... the policy 
of holding true to high ideals . . . the policy of permitting only 
proven and scientifically perfect products to be produced 
under the Bull Dog name ... the policy of ever striving 
to improve ...a policy of keeping 
faith with you. 


BULL DOG ELECTRIC PRODUCTS CO. 


DETROIT — MICHIGAN 


Bull Dog Electric Products of Canada, Ltd., Toronto, Ont. 





PRODUCTS © POLICY = PERSONNEL 
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Sales women can get in and talk with the gun-shy 
prospects where men would not have the ghost of a chance. 


IRING salesmen is reported by 
ae country-over, as their 
greatest problem. ‘They will depend 
more upon wholesaler’s salesmen than 
ever, early in 1938, to solve it. This 
points to the most strategic forward 
move that can be made to improve 
retailing operations in your territory 
at the start of the year—the enlist- 
ment of more retail manpower. 

No use kidding, the appliance in- 
dustries will have a greater battle for 


WORKIN 






the consumer dollar this year. With the average number of salesmen main- appliance is reasonably right, volume 
all the rumbling tanks of advertis- tained by merchants in their terri- and earning power depend upon the 
ing, the howitzers of promotion, the tories. Only one could answer. If number of salesmen maintained as 
barrage of point-of-purchase elements, vou want to hit offensively, from the well as their practical training. Get 
the fact remains that victory in the first gong this year, better inventor, manpower! 
sales battle depends crucially upon the number of salesmen per merchant Better than 80 per cent of all 
the infantry. What is the manpower and immediately plan to remedy it. merchants are understaffed. The 
rating among merchants in your Nothing is more productive of results rule, for neighborhood merchants, 
territory ? because, after all, electrical appliances should be to maintain at least five 
1 talked with 22 wholesaler’s meh have to be sold. Irrespective of salesmen. For large volume outlets, 
during the past month, asked them product plus values so long as the the sky is the limit but each seven 
26 THE WHOLESALER’S SALESMAN — January 1938 





Le 





WITH DEALERS 
HIRING SALESMEN.. 


salesmen should have a_ supervisor. 
Too many merchants, in the sales 
battle of 1938, are on a peacetime rat- 
ing when they should fill up their 
selling ranks to war strength. Con- 
sider yourself a recruiting officer. As 
merchant counselor, you have no 
more immediate or important respon- 
sibility than hiring more salesmen— 
salesmen who will stick and click— 
for the merchants you know to have 
insufficient manpower. 

What kind of salesmen should be 
hired? And how? 

It costs a merchant about $75 in 
time and expense to get a salesman 
performing. If he enlists the floater, 
his turnover is so great that personnel 
Caution 
should be used in hiring the chap who 


additions can break him. 


has no stick-to-it qualifications. There 
are a lot of floaters who bob around 
answering classified advertisements 
in search of a drawing account. I 
found a duke of that nature recently 
who was on four drawing accounts 
and getting expense allowances from 
two other merchants—an artist in 
getting plenty of something for less 
than nothing. 


Men Who Know It All 


Then there are those appliance 
know 
the answers that they cannot be 


salesmen who are so sure they 
retrained. Remember, it is sometime 
harder to teach these old dogs new 
tricks than to break in a new pup! 
Avoid these classes in recruiting 
salesmen. 

It is wise to recruit from classes 
who have not previously sold appli- 
ances. 

Teachers, street car conductors, 
paper hangers, grocery clerks, delivers 


boys, who have been in contact with 





the public, and lost the fear of talk- 
ing with strangers, are less liable to 
sales fright, greatest of all psychologi- 
cal hurdles to overcome. They can 
be trained easily and quickly, provid- 
ing they are encouraged by fast initial 
sales achievement. They respond well 
to the increased earnings possible in 
appliance selling, if proof of its genu- 
ineness is provided them. ‘They have 


been in other pursuits where earnings 
are less for more monotonous and 
laborious work. ‘They absorb train- 
ing, are willing to listen, are anxious 
to get into sales momentum, tend to 
be loyal to the merchant and the 
products he assigns them to sell. 
Nothing seems more important 
than to properly qualify the recruit. 
A bad guess at this point is like pil- 
fering the till. ‘The majority of sales 
failures begins before the salesman is 
enlisted. It is fair to no one—either 
the applicant or the merchant who 
hires him—to permit every Tom, 
Dick and Harry to join up. There 
are many complicated and ridiculous 
systems for qualifying salesmen—I.Q. 
tests, aptitude gradations, phreno- 
logical readings which usually end up 
by selecting the wrong man. 
Perhaps the best way to judge 
whether a prospective salesman is of 
the right caliber is to find whether he 
likes people, is accustomed to work- 
ing with Gin is pdjective rather 


than an introvert’ whether he reacts 
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to helpful motives, is capable of 
evangelistic zeal in the service of the 
enrichment of home life through 
appliance selling. He should have 
the bearing of an educator, primarily 
interested in rendering a service to 
the greatest number of people. Such 
prospects do not have to be overly 
intelligent. They should be impulsed 
by big hearts. A rotarian behaviorism 
makes the best salesman. The recruit- 
ing plan should be organized to at- 
tract such as these. The questions for 
the merchant to decide, as a prospec- 
tive salesman appears being: 


(1)Does he sell himself? For if 
he can't, how can he sell anything 
else ? 

(2) Can he be depended upon to 
do a real selling job? 

(3) Will he rebound positively 
from discouragement or fold up? 

(4+) Has he ambitions for greater 
earning power and personal advance- 


ment? 


Drawing the focus closer, what are 
the particular sources for enlisting 
new sales talent? ‘There are three: 


1 Satisied owners who know 
the appliance, its use values and 
savings, in fact, that it delivers home 
enrichments greater than its cost. In 
the present economic situation, either 
in their families or in those of relatives 
or friends, they know of someone 
wanting aahance to serve and earn. 
Get on the telephone to a list of the 
merchant’s 50 most satisfied custom- 
ers, tell each that there is a genuinely 
outstanding sales position open, and 
that perhaps.the owner can suggest 
a suitable propect to come in and talk 
it over. The merchant will usually 


(Continued on page 67) 
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ROLLING DISPLAYS 


FEW months ago we were 


talking about trailers with a 
gent who travels out of Louisville 
for a Stewart Warner distributor. 
He’s hot on the travelling showroom 
and here’s one of his reasons. For 
a year he had been calling on a 


dealer located in a small Indiana 
town but he never got to first base. 


By A.B.Conklin 


He tried all the selling ideas he 
knew, told jokes and listened to the 
Hoosier’s foul ones, but he never 
walked out with an order. 

One day he rolled up in front of 
the store with a trailer. As ex- 
pected, a crowd gathered and among 
the curious was the boss of a nearby 
restaurant. He had been playing 
with the idea of throwing out his 
old ice box, so he was interested in 


refrigerators. The salesman gave 


him the works. So well in fact, that 
the restaurant man whipped out a 
roll of bills and paid for a large 
porcelain finished box. Did this 
knock the dealer’s eyes out? Well, 
from that day on he sold Stewart 
Warner appliances. 

Edith Phillips, one of the home 
economists with Ludwig Hommel & 
Co., Pittsburgh, a Norge Distribu- 
tor, also had an interesting selling 
experience recently. She took a 
trailer-jaunt with a dealer through 
the mining country. They parked 
the trailer on the main street ot one 
town for two hours and went to 
work on those folks who came to 
stare and ask questions. The upshot 
was that the dealer drove off with 


Last summer, 30 such displays-on-wheels 
went to distributors in all parts of the 
country, to help put over Motorola. 


Something more than a delivery wagon, 
this type of trailer takes the eye and is 
the first step towards the complete outfit. 





orders for three refrigerators, two 
washers, two ironers and a range. 
Get that? Two ironers! 

Any wholesaler’s salesman can 
use one of these traveling show- 
rooms. But it needs some plan- 
ning. Before he gets it all shined 
up and takes to the highway, he will 
want to work out an itinerary and 
drop cards to his dealers saying 
something like, 

“Dear Jim—the trailer and I will 
be there on the 8th and 9th. Get 
ready to keep us busy. We want to 
do a job.” 

The point is that these Jims have 
a mess of good prospects who might 
be signed up, but won't visit the 
showroom for that closing-demon- 
stration. Okay! Then, Jim and the 
wholesaler can step on the gas and 
roll the display room out to these 
Hesitating Hannahs and put on 
their show. Not only will the 
dealer close sales, but the neighbors 
will come flocking out of their 
houses to see what is going on. Re- 
sult—more leads and sales for both 
the dealer and wholesaler. 


Make The Fairs 


In making out his itinerary, the 


salesman will also want to take into 
consideration the shows, exhibits 
and fairs that are going on in the 
territory. These are good spots to 
tell the appliance story to a lot of 
people in a short time. If you are 
a skeptic, here is a case. 

One day the rolling all-electric 
kitchen of the Lake Superior Dis- 
trict Power Co., Ashland, Wis. was 
parked at a small town fair. Dur- 
ing the day 5000 people passed 
through the trailer and heard a 
salesman and home economist tell 
the story of living electrically. Sev- 
eral of them bought refrigerators 
and ranges on the spot, but more 


Travelling over Jersey roads, Hurley's trailer 


carries Norge products to the prospect 


important was the word-of-mouth 
advertising passed along by those 
5000 fair-fans. 

Another way for the wholesaler’s 
salesman to use the trailer is as a 
meeting place for his retailers’ sales- 
men. Maybe he can get the boss to 
visit the wholesale house to see a 
complete array of appliances, but 
how about the outside men? They 
are the ones who can make or break 
the wholesaler’s program, therefore 
he will want to contact them tre- 
quently, review each product and its 
sales features. By using the trailer 
as a meeting room, he can accom- 
plish this, for the trailer is large 
enough to accommodate the aver- 
age dealer’s sales force. 

The trailer is also effective for 
showing new lines to regular cus- 
tomers and creating the interest of 
retailers who are not yet on the ac- 
tive account list. 


Has Its Drawbacks 


Now nobody says the trailer is the 
most perfect thing that ever hit this 
dizzy world. Not by a long shot. 
It does have its faults. Those boys 
who boast of making 20 calls a day 
won't hold any fondness for the 


showroom-on-wheels. Naturally it 
will slow them up. As one of the 
salesmen of the General Equipment 
Co., Boston, says, “As you know, 
in every community there is the 
type of dealer who will listen and 
talk with anybody and won’ do 
much of anything about it. Let 
him in the trailer and you are alone 
for the day.” 

Also we haven’t yet heard of 
anyone giving away gas, oil and 
tires. Also garagemen aren’t in the 
habit of letting trailers park for 
nothing. Then there is an item of 
insurance to be considered. The 
trailer is also of little value in con- 
tacting those dealers who are located 
in the heart of metropolitan centers. 
Unless of course some kind friend is 
slipped a buck or so for looking the 
other way. 

But its several faults are over- 
shadowed by the advantages. That 

(Continued on page 68) 


“Step in, fair one, and see 
that refrigerator I was telling 
you about a few days ago.” 





o selling can be successful that 

does not apply this principle— 
that the prospect is the Hero of the 
Show. And the Only Hero! The 
most expensive mistake any sales- 
man can make is to try to steal 
the stage. 

There is room for only one lead- 
ing man, and he must always be 
the prospect. The minute you take 
the spotlight off him, the show is 
over and you may as well go home. 

Out west, a Chrysler dealer found 
that a car placed at one certain spot 
on the sales floor would sell twice 
as fast as from any other spot. A 
check-up proved that large wall 
mirrors made it possible for pros- 
pects sitting in the driver’s seat to 
get full-length pictures of them- 
selves in all the glory of Chrysler 
chromium. This only proves an axi- 
om stated years before by Kenneth 
M. Goode, who told a convention: 
“Don’t tell people how good you 
make your goods. Tell them how 
good your goods make them.” 

Spotlighting the other fellow is 
the sure way to get his interest or 
his emotion in behalf of your inter- 
est. Sales contests boost sales be- 
cause they give each salesman a 


chance to be in the spotlight. In 
Denver a department store gave 
carnations to their men to indicate 
their standing in a sales contest. 
White for one sale, red for two 
sales. Men without flowers tried 
valiantly to win them—and to pass 
quickly from white to red. Smart 
training directors use the same tech- 
nique in instructing salesmen. They 
pass out mimeographed sheets list- 
ing fifty statements about the vari- 
ous products. They ask salesmen to 
mark every statement “Yes” or 
“No.” Bringing the salesman into 
the game as a participant will 
double his interest. 


There are lots of ways to high- 
light the interest of the prospect— 


1 In selling an auto radio, one 

dealer appealed skillfully to his 
buyers by checking in the morning 
papers the radio programs that were 
on the air at 8 o’clock in the morning 
and at 6 at night—at just the time 
when this prospect was riding back 
and forth to and from work. 


A washing machine salesman, 
working house-to-house, picks 
up an imaginary telephone in front 
of his prospect and says: “Mr. 
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By 
Zenn Kaufman 


Act IX 


“Showmanship in Business” 


Doakes, if the Chief of Police were 
on the wire and said your wife had 
just been locked up and was about 
to get 30 days at hard labor unless 
you paid $50, would you pay the 
$50 to get her out of jail?” The 
innocent husband (whose wife is 
standing beside him) naturally 
jumps into the hero’s role by an- 
swering gallantly, “Sure!” Where- 
upon the salesman explains that the 
washing machine will save more 
than 30 days at hard labor and cost 
much less than $50. Whereupon 
the hero buys the washing machine. 


3 An old appliance salesman tells 

me he secured his best re- 
sponse from dealers by saying, 
“How would you like to sell a car- 
load of ranges?” instead of “how 
would you like to buy a carload?” 
4 Another dealer impressed his 

larger merchants with the 
fact that they are ‘key’ merchants 
in their communities and that if he 
sells them he is going to find it 
easier to sell the others. 

Though reaching for a laugh, Joe 
Cook reflected an important basic 
point of view when he said: 

“Of all my wife’s relations, I 
like myself the best.” 











Latham Takes 
Leonard Refrigeration 


E. B, Latham & Co., New York, is 
now pushing Leonard refrigeration. 


Jim Henry, who formerly worked for 
General Electric Supply Corp., heads 
up the Leonard department. Early in 
December he hopped the train for De- 
troit to get the latest dope on the line. 


West Coast To Hold 
Merchandise Showing 


Five home furnishing markets will 
unite in the Western Furniture Ex- 
change and Merchandising Mart from 
January 24 to 29, They will show new 
lines to visiting dealers from 11 
western states. On the evening of the 
26th, the semi-annual Radio and Ap- 
pliance Trade Dinner will be held in 
the main dining room of the Mart. 
Radio, gas and electric exhibits will 
occupy the fourth and fifth floors of 
the building. 


Sailors Jilt 
Water Pails 


What with all the labor bigwigs clam- 
mering for their dues and making 
fanciful promises, the lads of the sea 
are getting fussy these days. Captain 
C. J. McGregor, a polar explorer, has 


SEVEN APPLIANCE SPECIALISTS. 
These boys are with the Cleveland 


house of Moock Electric Supply Co. To 
the right: H. F. Kloha, office manager, 
W. C. Kremser, salesman, Burt Dean, 
salesman, G. M. Nutter, sales manager, 
Earl Hindley, J. R. Ralston and Edwin 
Peake, all salesmen. 


WITH THE APPLIANCE PEOPLE 








_ WAFFLE IRON RECE 
= 1K Scot LAN — 
| DON'T EAT THEY NAL 
NON THER, 








heard rumblings of discontent when 
his heave-ho-ing hearties had to wash 
their personal dainties with a bucket 
of water, a bar of soap and their own 
tender hands. 

It would be hell, he thought, if the 
swabs should mutiny while he was up 
in the arctic with nothing but snow, 
seals and eskimos to keep him company. 
So he wrote to B. L. Finn, advertising 
manager of the Easy Washing Machine 
Corp., for the loan of a gas “~powered 
model. 

The captain is now up in the cold 
but all hands are purring with content- 
ment. He sent the following wire; 
“Greetings from North Pole region. 
Easy washer working fine. Work pro- 
gressing well.” 


“Cinci” Association 
Gets New Regime 


A short time ago members of the 
Radio Division of the Cincinnati Elec- 
trical Association did their annual bal- 
loting and elected the following officers: 
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Matt Williams of Crosley Distributing 
Corp., president; Willard B, George of 
Johnson Electric Supply Co., vice- 
president; Stanley Isaac of Auto-Rad 
Supply Co., secretary. A. H. Schrage 
of Fisher-Aeschbach handles the cash. 


More Space For 
Page Williamson 


and commercial de- 
partments of Page Williamson, Inc., 
Charlotte, N. C., have been moved to a 
four-story building at 228 W. First St. 
Retailing operations will continue at 
423 S. Church St. 


The wholesale 


G.E. Memphis 
Pulls The Veil 


On November 15, 16 and 17 the 
Memphis house of General Electric 
Supply Corp. played host to visiting 
dealers of five states, showing the 1938 
General Electric refrigeration line. 
The all-day sessions were held in the 
Peabody Hotel. 


Anchor Light Opens 
Branch At Wheeling 


Anchor Light Appliance Co., Pitts- 
burgh appliance distributor, has opened 
a new branch at Wheeling, W. Va. 
M. H. Marshall is manager. Located in 
the Union Warehouse Building, the 
branch contains a warehouse, display 
quarters, service department and good 
shipping facilities. 


Airtemp Appoints Distributors 


James H. Lutz, Jr., 140 Paxton St., 
Harrisburgh, Pa. and John L. Zabris- 


kie, 309 E. State St., Ithaca, N. Y. 

have been appointed distributors by 

Airtemp, Inc., Chrysler conditioning 
subsidiary. 

New Spot For 

Appliances, Inc. 

Increasing sales and larger stocks 


have been cramping the boys at Ap- 
pliances, Inc., Columbus, Ohio. So they 
looked around for a larger location. 
They found it at 238 N. Third St. The 
salesmen of this firm push the products 
of Fairbanks-Morse. 








] 
AM 


“ 


GENERAL (46) ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE DEPT., BRIDGEPORT, CONN 
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SWELL GRIN from Cap Capelli, Gray- 
bar’s merchandise manager at San 
Francisco. Those bulging pockets are 
tull of tickets which took Cap to Detroit 
to see the new Leonard line. 


Westinghouse Talks Air 

At Minneapolis Meeting 
S. F. Myers, Westinghouse air con- 
ditioning sales manager, with W. C. 
Goodwin and L. G. Higgins of the 
engineering department spent Decem- 
ber 2 and 3 at the Radisson Hotel, 
Minneapolis. They gave the air con- 
ditioning story to the trade of that 
territory. Seventy-five distributors, en- 
gineers and salesmen attended the two- 
day session. 


‘38 ON ICE? In the box (not the dog 
house) is E. Val Wetmore, sales mana- 
ger of Wetmore-Savage, Boston. In 
front: B. F. Moody, utility sales mana- 
ger: C. W. Lehner, Westinghouse mer- 
chandise manager, Boston; J. E. Foley, 
dealer supervisor; Edward Hall, mana- 
ger at Springfield; Jordan Silver, mer- 
chandise manager; J]. Cameron, West- 
inghouse; J. B. Stevenson, Westing- 
house and D. E. Lenfesty, Wetmore. 





North Coast Takes Crosley 


The North Coast Electric Co. of 
Seattle, has taken on the complete 
Crosley line, It will distribute in Ore- 
gon and western Washington. This 
company formerly sold for Norge. 


Incandescent 
Distributing Universal 


Incandescent Supply Co., Los Ange- 


les, has expanded its merchandising 
department by taking on the Universal 
line of small and major appliances. 


Incandescent salesmen call on the trade 
of California, Arizona, New Mexico 
and southern Nevada. 


Wholesale Radio 
Enlarges Atlanta Quarters 


Down Dixie way business is perking 
up. It forced the Atlanta branch of the 
Wholesale Radio Service Co. to lease 
an entire building at 265 Peachtree St. 
The 25,000 sq.ft. building houses the 
sales room, offices, service department, 
warehouse and sound auditorium. 


Coppes Enters 
Washer Field 


Coppes, Inc., Nappanee, Ind. an- 
nounces its debut in the washing ma- 
chine industry with a_ revolutionary 
type machine. It will make its bow at 
Chicago’s Merchandise Mart from Jan- 
uary 3 to 15. The washer is built under 
license of the Birdsell Water-Flex sys- 
tem, a development of the Birdsell 
Corp. 


Emerson Completes 
National Idea-Contest 


The idea boys, who handle the Emer- 
son radio line, had a frolic from 
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October 1 to the end of November, 
thinking up hot ideas to send into the 
factory. Thirty prizes were given to 
the dealers and another 30 to the sales- 
men. Distributors’ salesmen who sold 
winning accounts were paid propor- 
tionately. 


Throckmorton Heads 
RCA Manufacturing Co. 


G. K. Throckmorton, executive vice- 
president and operating head of the 
RCA Mfg. Co., since April, has been 
elected president of the company. Mr. 
Throckmorton entered radio in 1926. 
after 20 years of executive experience 
in the electrical industry. He attended 
Purdue and Cornell Universities. 








QUOTA BUSTER is the Buffalo Nipple 
& Machine Co., and Charles Keipper. 
right, gladly accepts the award on be- 
half of his record-breaking sales crew. 
What record? Well, the boys outdid 
all other Stewart-Warner distributors in 


percentage over quota on refrigeration. 
John F. Ditzell, sales manager of Stew- 
art-Warner, makes the presentation. 


The Right Key 
Wins A Crosley 


Reader’s Wholesale Distributors, 
Houston, used 10,000 keys as the basis 
for a promotional campaign on Cros- 
ley radios a short time ago. The keys 
were distributed at the State Theater. 
Three of them would fit locks on radios 
displayed at local dealers’ stores. The 
three lucky theatre-goers walked off 
with new sets. 


Stahl Heads 
Arcturus Tube 


Charles E. Stahl was elected presi- 
dent of the Arcturus Radio Tube Co. 
at a board meeting held December 1. 
He also retains his position of general 
manager. J. A. Stobbe was named vice 
president and Jack Geartner was 
appointed sales manager. 


Graybar, Los Angeles 
Merges Appliance Departments 


A short time ago the Graybar house 
at Los Angeles consolidated the small 
and major appliance departments. Sam 
Scott is head man. The new set-up 
eliminates double effort, provides better 
coverage and solves that old bugaboo 
of seasonal slumps for the sales-getters. 


Ontario Electric 
Holds Dealer Meeting 


The Ontario Electric Co., Buffalo, 


recently assembled its dealers at the| 
Buffalo Catering Co. to outline sales | 
activities for 1938. Ernest Kronsen, | 


president, Jonas Block, general mana- 
ger and Joseph Cooper, sales manager, 
represented the distributing company. 

Neil Bauer sales manager for Cros- 
ley and Hernert Saddler, sales repre- 
sentative, introduced the new refrig- 
erator and range lines. Angus Couzens 
of A.B.C. gave the washer story. John 
Johnson of the Chambers Range Co. 
talked ranges. James Boyd of Commer- 
cial Investment Trust Co. spoke on 
financing various appliances. 


RCA Engineers 
Get Schoolin’ Again 


Nineteen RCA sales engineers, one 
from each sales district, recently com- 
pleted a 12-day lecture course at Cam- 
den. They were studying the newest 
developments in the engineering prod- 
ucts field. The course covered com- 
mercial sound, power tubes, amateur, 
police and aviation equipment, parts 
and test equipment, broadcasting and 
service problems. 





A PROMOTION for Hammond U. Mann 
of Premier. Mann did a swell job as 
division manager at Chicago so was 
moved to Cleveland as general mana- 
ger of wholesale and utility sales. It 
was back in ‘14 that “Ham” sold his 
first Premier cleaner. He was selling 
‘em one at a time. 








DELCO FANS 
MADE ME PROFITS 


3 WAYS 


LAST YEAR / 


% 


—-AND WITH THE WONDERFUL 
NEW LINE FOR 1938-ILL DO BETTER 


For in addition to these 3-way profit builders. 


1. Delco Fans 
for the quality market 
2. Delco Northeaster Fans 
for the price market 
3. Aircirculators 
for the business market 


Delco has added to its line of Ventilating and 
Exhaust Fans and extended its Aircirculator 
Models, all of which enables you to solve the 
various cooling and ventilating problems of every 
customer and spells more profits for Delco 
Dealers during 1938. 


SEND FOR THE CATALOG 


Find out for yourself about these new fans and the many 
helps Delco offers to build volume sales. 


Aircirculators —24” 30” 


Delco 10” 12” Delco Northeaster 
8” 10” 12” 
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PRODUCTS 


70 Seb «2 « e 
APPLIAN em | 


AUTOMATIC IRON 








FEATURES . . . Automatic control and 
cut-off, Bevelled base for ironing around 
buttons or pleats. Rounded back for sim- 
plifying backward stroke. Cord plugged 
in side of iron. DETAILS . . . Weight, 
4 Ibs. Element, 1000 watt made of nickel 
chrome wire hydraulically sealed in sole 
plate. MADE BY . . . Dominion Electri- 
cal Mfg. Co., Mansfield, Ohio. 


LINE-NOISE ELIMINATOR 





FEATURES . . . Choice of condenser, in- 
ductance and ground connection ar- 
rangements in form of six plug-in de- 
vices. Five of units plug in between 
appliances, the sixth unit is intended for 
exceptionally severe disturbances. MADE 
BY ... Aerovox Corp., 70 Washington 
St., Brooklyn, N. Y. 













CORDLESS IRON 





FEATURES .. . Current supplied through 
insulated base which serves as stand. 
Multiple switch controlling heat and 
thermostat to regulate ironing tempera- 
tures. DETAILS . . . Can be supplied 
in any voltage or frequency. Also for 
d.c. MADE BY .. . Electrical Products 
Co., Detroit, Mich. 





MULTIPLE "B" BATTERY PACK 





FEATURES . .. Saves space and simpli- 
fies installation. The 135-volt pack is elec- 


trical equivalent of three of the manu- 
facturer's No. 10308 "B" Batteries. Con- 
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structed in one flat unit equipped with 
three standard type "B" battery plugs 


mounted on side. DETAILS . . . Dimen- 
sions are 4”x12"x133%4". Weight, 32'/2 
lbs. MADE BY . . . Burgess Battery Co., 
Freeport, Ill. 





AUTOMATIC TOASTER 





FEATURES .. . Toasts both sides of four 
slices at once. When toast is finished 
ringing bell announces it. Heat auto- 
matically turned to low. Automatically 
shortens toasting period when toaster is 
hot, lengthens time when toaster is cool. 
Also available in non-automatic type. 
DETAILS ... Mica element. Wattage, 
1100, voltage, 110-120 a.c. or dic. Di- 
mensions, 7!/44” high, 534” wide and 
134%” deep. MADE BY .. . Utility Elec- 
tric Co., 620 Tower Grove Ave., St. 
Louis, Missouri. 
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[ts my busine®” 
to make more 


PROFITS for 


You 


le your business to sell heating equip- 
ment. It’s my business to help you make 
more sales and more profits. I‘m an ex- 
pert at that. I have helped sell billions 
in merchandise to millions of families. 


Many of the families in your community 
are my friends. I helped them when 
they bought their automobiles, their oil 
burners, heating equipment and many 
other appliances. They liked 





my way of doing business. 
When they find I am working 
with you, they will be more 
willing to buy from you. | Rais 


When you and I work together, 


my business broadens your 








prospect list and makes your customers 


appreciate your services. My methods 
are tactful, effective, sure, yet never 
embarrassing or offensive. You con- 
centrate on selling. When the sale is 
made, you get your money promptly. 


Let me show you how I can make 
more profits for you. I am the 
manager of one of the 195 


Commercial Credit offices in 





the country. One of them is 


RANGES in your territory .::. Get 
REFRIGERATORS 


ELECTRICAL APPLIANCES 


in touch with me today and 





let's talk it over. 

















\ 
COMMERCIAL BANKERS ah(G 


CONSOLIDATED CAPITAL 
SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 195 OFFICES IN THE UNITED STATES AND CANADA 


COMMERCIAL CREDIT COMPANY 


(1° HEADQUARTERS: BALTIMORE 
AND SURPLUS $65,000,000 
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ELECTRIC RANGE 











FEATURES .. . 10 models introduced. 
Each with one-piece top and back 
splasher; marked switches and units; 
front operating clocks; oven with rounded 
corners and rounded shelf supports; au- 
tomatic indirect lighting; roller storage 
compartment and utensil file; Superoven. 
DETAILS . . . Easy action switches; acid 
and chip resisting porcelain enamel fin- 
ish; shelf-type self locking door; temper- 
ature control. Model illustrated, ‘The 
Emporer," is most delux model. MADE 
BY .. . Westinghouse Electric & Mfg. Co. 


COFFEE MAKER SERVICE 





FEATURES .. . Set includes seven-cup 
percolator, matching creamer and sugar 
and tray. Finished in chromium with 
white plastic handles and knobs. DETAILS 
. « « Coffee maker, 8!/e” high; sugar 
bowl, 41/7.” high, 334” diameter; 
Creamer, height, 3'/2” width, 434”; tray, 
12” diameter. MADE BY . . . Chase Brass 
& Copper Co., 10 E. 40th St., New York. 





RUBBER-BLADED FAN 





FEATURES . . . Two-speed for use in 
automobiles. Finished in no-glare mauve 
enamel, with matching blades, in mod- 
ern streamline design. Complete with 6- 
foot rubber cord and battery terminals. 
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Available in either 6 or 12 volts. MADE 
BY .. . Samson-United Corp., Rochester. 








AUTOMATIC IRON 





FEATURES . . . Control lever can be 
set at name of fabric to be ironed and 
temperature changed automatically. In- 
dicating light on handle flashes off and 
on with current telling when iron is con- 
nected and when desired temperatures 
are reached. Handle mounted on cooled 
triple spring front support to relieve 
jarring. DETAILS . . . 1000 watt element 
inserted under pressure in grooves in 
base. Dial and lever control of bakelite. 
7-foot cord connected directly to ter- 
minal block. For use on a.c. only. 
Shipping weight, 6 Ibs. Lady Dover 
Automatic. MADE BY ... The Dover 
Appliance Co., Dover, Ohio. 





BROILERS 





FEATURES . . . No screws or complicated 
gadgets necessary for attaching to 
roaster. Broiler snaps over handle of 
roaster, hinged so food is easily reached. 
Folding rack, equipped with hooks, allows 
for various heights. DETAILS . . . Unit 
work on 110 volts; 1320 watt element. 
Complete with cord set. MADE BY... 
Brannon, Inc., 14307 Third Ave., Detroit. 


STATION SELECTOR 


FEATURES . . . Mechanism consists of 
bank of keys linked to equal number of 
adjustable centering cams mounted on 
tuning condenser shaft. Each key identi- 
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fied with station call letter. Settings of 
keys can be changed without tools. Ad- 
justment of one key does not affect other 
settings. DETAILS . . . Available with 
6 or 8 stations. MADE BY .. . Belmont 
Radio Corp., Chicago. 





O/L LAMP ADAPTERS 





FEATURES . . . Enables oil lamps to be 
electrified without drilling or mechanical 
changes or the loss of oil lamp appear- 
ance. No. | fits No. | size wick burner; 
No. 2 fits No. 2 wick burner. Available 
with either standard or candelabra base. 
DETAILS . . . Lists at $1.50 including 
cord and switch. MADE BY ... North 
American Electric Lamp Co., 1020 Tyler 
St., St. Louis. 


PACKAGED ANTENNAS 





FEATURES . . . Model 400 is self select- 
ing system and automatically provides 
for broadcast or short wave reception. 
Model 510 minimizes background noise 
and is fully automatic. Model 210 for use 
in regions of very poor reception. Master 
System for apartment and office build- 
ings is equipped with large number of 
couplers. DETAILS . . . Sets put up in 
kit form. MADE BY .. . Technical Appli- 
ance Corp., 17 E. lé6th St., New York. 











BELL RINGING TOASTER 


FEATURES ... When toast is ready a 
bell signals the warning and current is 
automatically turned to a low heat to 











keep toast warm without burning. Toasts 
both sides of two slices of bread at a 
time. Rack manually operated. DETAILS 
. . « Bakelite feet and handles; chrome 
finish; furnished with 6-feet of approved 
cord. MADE BY . . . Landers, Frary & 
Clark, New Britain, Conn. 





AIR HEATER 
FEATURES . . . Constructed on similar 


lines to house furnace. Draws in cool air 
from floor which passes over nickel 
chrome element then deflected into 
room by reflecting surface. Made porta- 





ble by carrying handle. Enamel finish 
with chrome top. DETAILS ... 21” high, 
5%” wide and 10%” deep. Consumes 
1320 watts. Equipped with approved 
cord. MADE BY .. . Dominion Electrical 
Mfg. Co., 22 Elm St., Mansfield, Ohio. 





AUTOMOBILE AERIAL 
FEATURES . . . Adjustable from driver's 


seat. Disappears when not in use. Re- 
silient, so not injured by striking ob- 
stacles. No joints. Short lead wire 
entirely within car. DETAILS . . . Made 
of single length of hard spring brass, 





chromium plated. MADE BY ... Hugh 
H. Eby, Inc., 2066 Hunting Park Ave., 
Philadelphia. 


VACUUM CLEANER 
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FEATURES . . . Designed with low clear- 
ance for getting under beds, chairs and 
davenports. Ball bearing universal type 
motor packed 
with lubricant, 
eliminating need 
for oiling. Fan on 
armature shaft 
cools motor. 
Brush of horse- 
hair tufts set in 
spiral formation 
in maple wood 
dowel covered 
with aluminum 
tubing. Three 
adjustments on 
brush. DETAILS 

. Long, rub- 
ber covered 
cord and moulded rubber plug. Spe- 
cially woven sateen bag with patented 
trap to prevent spilling of dirt. MADF 
BY ... Electric Vacuum Cleaner Co., 
1734 Ivanhoe Rd., Cleveland. 





ARCHITECT'S LAMP 


FEATURES ... primarily for architect's 
table or drawing board. Double swing- 





ing arm extends to 24 inches. Lamp 
may be held firmly in any position by 
set screws at both arm breaks. MADE 
BY . . . Greist Mfg. Co., New Haven, 
Conn. 











... WITH S G NAL 


Two fan lines that have depend- 
able performance, accepted ap- 
pearance, and moderate prices. 
Here is a proven product. They 
have everything it takes to make 
quick, profitable sales and satis- 
fied customers. . . . Write now 
for Signal’s 1938 merchandising 
program. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 
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HELP US 
TO HELP YOU 
MAKE MORE 
MONEY! 


Fill in the 


card bound 

into this issue 
and mail it 
today —No 
postage required 


YOUR COOPERATION 
WILL BE APPRECIATED 


—The Editors 























MOVE APPLIANCES OUT 
OF YOUR STORE 


Increasina the sales of appliances may 
seem a strong claim for a motor just off the pro- 
duction line; and we don’t mean that the mere 
mention of a G-E motor on an appliance will 
sell it. We do believe, however, that it will help. 


For example, a prospect comes into your show- 
room to look at refrigerators. She sees one that 
is very similar to another she has seen and likes. 
Both are of the same size, have equally desirable 
finishes and shelf arrangements, and the prices 
are comparable. But it will make a difference 
when she is told that your machine is equipped 
with a G-E motor. She knows from 
experience and from friends that the 
G-E monogram is assurance of depend- 
able electric equipment; and, other 
things being equal, she will buy the one 
with a G-E motor. 





LET G- E MOTORS HELP your IN TWO WAYS 








KEEP THEM OPERATING 
SATISFACTORILY 


Anp why do G-E motors consistently 

promote the remarkable performance of appli- 
ances in which they are incorporated? Because 
they are designed and built to last and to re- 
quire little or no attention. The cast-aluminum 
rotor is indestructible, and bearings require 
oiling but once a year. Washer motors have 
sufficient factory lubricant to last the life of 
the machines upon which they are originally 
mounted. 
G-E motors are carefully balanced, and mounted 
in rubber. Quiet—you can scarcely hear them 
run; furthermore, they do not interfere with 
radio reception. Every motor is given a 
two-hour test run and is checked for 
quietness and efficiency before shipment 
—not to mention the many inspections 
given individual motor parts during 
manufacture. General Electric, 
Schenectady, N. Y. 
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MANUFACTURERS 
ENTERTAIN 


NORGE 


“Good talk, Bob,” says Glenn O’Hara, 
sales manager of the range division. His 
glad hand goes to “Believe it or not’ 
Robert L. Ripley. With them are two 
Norge big-wigs. Howard Blood, presi- 
dent and P. B. Zimmerman, vice-president. 


Among the field men who flocked to De- 
troit for the annual distributor party were 
Ken Connelley, Senator F. B. Connelley, 
Carl Hawkinson, W. R. McCurdy and 
Albert Witty. All aboard! 


CROSLEY + * © « » 


At the table are O. K. Spurrier, Ap- 
pliance Sales, Wichita (then going 
clockwise): Jack Hennigh, Appliance 
Sales; Harry Armbright, Crosley: Rus- 
sell Peck, American Electric, St. Joseph, 
Mo.; Sam Hollander, Stanley Dis., St. 
Louis; Virgil Johnson, Stanley Dis.; B. W. 
Calloway, same firm, and Tom Killian, 
Denver. 


Aboard the Special were Presiden! 
Powel Crosley, Jr., in foreground; 
Thomas M. Berger, sales manager, 
standing: Fielding Robinson, manager 
of Crosley Dis., New York at left. His 
companion Powel Crosley, IIll., who 
heads radio division. 


FAIRBANKS -MORSE °- > 


A glimpse of two members of an Ameri- 
can rayol family of manufacturing—the 
Morses. For nearly a century the rela- 
tives of R. H. and Haas Morse have been 
in the manufacturing game. 


Ice cubes that pop out are part of the 
1338 line, W. Paul Jones, general sales 
manager, demonstrated. 


STEWART -WARNER - > 


More and more interested in electrical 
appliances are J. S. Knowlson, chairman 
of the board and J. E. Otis, Jr., president. 
Among those who heard the news of 
Stewart-Warner's new Indianapolis fac- 
tory were Marty and Harry Salzman of 
Wholesale Radio Equipment Co., N. Y. 








PRODUCTS 
TO SELL. 


SUPPLIES AND EQUIPMENT 


CONNECTING DEVICES 





FEATURES . . . Complete range of polar- 
ized receptacles, caps and connectors for 
portable electrical equipment in indus- 
trial applications. Protection against 
hazards assured by self-closing feature. 
Twist to left ejects cap, disconnecting 
circuit, Non-arcing. MADE BY .. . 
Bryant Electric Co., Bridgeport. 





MULTI-BREAKER 





FEATURES . . . Non-industrial type to 
provide separate metering or for service 
entrance range or hot water heater cir- 
cuits. Available for 2 and 3-wire, solid 
neutral service either grounded or in- 
sulated, capacities 15 to 50 amp. for 
flush or surface mounting. DETAILS... 
Box size: 9” x 4%”. Boxes with flush 
covers have provision for adjustment of 
unit block to plaster line. MADE BY... 
The Trumbull Electric Mfg. Co., Plainville, 
Conn. 


DIRECT-INDIRECT UNIT 











FEATURES ... Translucent white thermo- 
plastic louvers, consisting of four rings 
mounted in hinged frame with outer re- 
flector, spread light and allow bare lamp 
lumens to be directed above and below 
units. Louvers arranged so inside of re- 
flector visible at normal angles of sight. 
DETAILS . . . Canopy of gauge alumi- 
num. Units provided with lengths of 
No. 16 stranded fixture wire. Catalogued 
as "Storlite." MADE BY ... Westing- 
house Electric & Mfg. Co., Cleveland. 





TOOL RETAINER 





FEATURES ... Made of molded rubber. 


For use with electric hammer in drilling 


" out samples. 3 








e Boss said | ar 


** 2? Well th they're out! 


stone or concrete. Fits over nose of 
hammer and holds cutting tool in place 
with enough play for rapid drilling or 
cutting. Keeps grit from getting into 
socket during overhead work. MADE BY 
. . « Wodack Electric Tool Corp., 4627 
W. Huron St., Chicago. 





SURFACE-MOUNTING FIXTURE 





FEATURES . . . For installation on fin- 
ished plaster ceilings. Combination of 
silvered-glass reflectors’ and opal glass 
louvres provide intense illumination for 
working surface and diffused lighting of 
vertical planes. DETAILS . . . Modern 
design and finished in ivory or sprayed 
aluminum. Made in one size for 300 to 
500-watt lamps. MADE BY ... Reflector 
& Illuminating Co., 1431 W. Hubbard 
St., Chicago. 
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AS SIMPLE AS A:B°:C 





A — UNIT REMOVED FROM CASE BY UNSCREWING ONLY ONE END CAP 
B — MAXIMUM THICKNESS OF FIBRE AT THREADS — ADDED STRENGTH 
C — END NOT FIXED — CAN BE TAKEN OFF TO CLEAN CASE 

D — LISTED AS STANDARD BY UNDERWRITERS’ LABORATORIES 

E — LINKS HAVE OPEN END SLOTS — EASY TO INSERT 

F — LINK READILY REPLACED BY LOOSENING CLAMPING SCREWS 

G — PERMANENT RIGID BLADE ALIGNMENT 

H — BLADES ASSEMBLED TO EXTRA HEAVY INSULATING CROSSBAR 

I — CROSSBAR REPLACEABLE 

J — CROSSBAR OF MAXIMUM THICKNESS — LONGER SERVICE 

K — LARGE CLAMPING AREAS — BETTER CONTACT 


Least number of parts, sturdiest construction, easiest and speediest renewal. Can 
be assembled only one way — the RIGHT way. The utmost in economy, service, 
and protection — and the cost is no higher. 


SHAWMUT <> SHURB-LAG 


RENEWABLE FUSES 


Approved by Underwriters’ Laboratories 
(©he CHASE-SHAWMUT COMPANY - NEWBURYPORT - MASSACHUSETTS 
Fuse makers since 1893 
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U. S. FLEXIBLE 


LAMP CORD U.S. Rubber Offers a Complete Line of Electrical W i 
Indyfitial Appiea@ace Assume | 

















SPOKANE 





U.S. ROYAL 
PORTABLE CORD PORTLAND 




















U. S. TELEPHONE 
WIRE 














@ SALT LAKE CITY 


OW 
@® SAN FRANCISCO 


U. S. LEAD ENCASED DENVER 
BUILDING WIRE 


a R105 ANGHES 
U.S. A __( ssi ea 


WEATHERPROOF 
WIRE 
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OR nearly fifty years U. S. Rubber’s own great wire plant 
in Bristol, R. I., has manufactured electrical wires and 
cables. For more than ninety years U. S. Rubber and its con- 
stituent companies have pioneered in the research, develop- 

ment and manufacture of rubber products. The unparalleled 4 
uniform quality of U. S. Rubber Electrical Wires and Cables = 
and the availability of complete stocks for every purpose is r) 
possible only because a// the wire and a// the insulation for 
all U. S. Rubber electrical conductors is built to ove unvarying 
standard by one rubber company and distributed nationally 
through its own branch offices and warehouses, 
by recognized electrical wholesalers! 
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U.S. SERVICE 
ENTRANCE CABLE 












































7 United States Rubber Company 


United States Rubber Products, Inc., New York, N.Y. hat——- 




















U.S. ROYAL 
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rT Wires and Cables for Every Doren and 
5 Branch Offices and Warehouses 
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LCX CONCENTRIC 
CIRCUIT WIRE 


(Laytex Insulation) 


U.S. SAFECOTE 


BUILDING WIRE 
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LOW-SPEED DRILL 








FEATURES . . . Designed for use with 
stainless steel, Monel and other hard 
metals. Capacity in steel, /4”; in wood, 
/,". Standard spindle of 450 R.P.M. 
Universal motor. Armature and spindle 
mounted on ball bearings. Unit equipped 
with keyless chuck and patented gear 
locking pin to facilitate changing of bits. 
DETAILS . . . Net weight, 6'/4 lbs. Over- 
all length, 13”. Standard voltage, 110, 
also available for 32, 220 or 250. MADE 
BY ... The Black & Decker Mfg. Co., 
Towson, Md. 





RENEWABLE FUSE 


PATENTED ROBOT “FLOATING- POWER” AUTOMATON COMPRISES 
HIGH -TO-LOW FUSE-STRENGTHS; AND S.0.5. SIGNAL CONTROLS 









RENEWABLE FUSE. 


TIS A STANDA® 
ELEMENT ROBOT IS A STANDARD 










4 
 —_ FUSE, FITS STANDARD 
~ CUTOUTS AND SWITCHES 
.> 
OPERATES ON THE N 
THERMAL PRINCIPLE ~ 
‘ INSULATED SUPPORT 
~ / PREVENTS WARPING 
MOTOR-"RUNNING” ae Vi 
CAUSES EXPANSION OF ayy 
THERMAL UNIT, IN AS MOTOR STARTS, 
RELEASING SHUNT aa FUSE RATING IS MO. 
N MENTARILY SHUNTED 
PRE. DETERMINED AD- N - AND INCREASES 
JUSTMENT FOR aN ¥ FUSE STRENGTHS 
DEMAND” CONTROL OM 24 Y 
> 2 4 
A NM Y TRUE-TIME-DELAY-FUSE 
PURE SUVER CONTACT mS U4 FOR ALL VARIABLE 
$ \@/ Loans 
Ly 
wink CONTACT TO ‘ y 
| ; 
5. 0. 5. SIGNAL NI FUSE-ELEMENT COM. 
~ /: PRISES MULTI. AMPERE 
fj 


INSULATED FRONTAL Hi te LO RATINGS 


FEATURES .. . According to manufac- 
turer, provides high and low fuse protec- 
tion; operates automatically from higher 
ampreages, reducing itself to noraml 
motor currents within specified fuse sizes. 
Details . . . Underwriters Approved; Re- 
newable fuse elements replaceable, 30 
amp. size; 5, 10, 15, 20, 25 and 30 amps., 
60 amp. size; 35, 40, 45, 50 and 60 amp. 
MADE BY ... Champion Electric Fuese 
Co., 684 Broadway, New York. 


LIGHTED SCREW DRIVER 








FEATURES .. . Enables screw driver to 
be used in dark places. Pocket sized 
with clip attached. Octagon shaped 
handle of brass, finished in black with 
orange stripe. Holds one standard bat- 
tery and bulb. Cap and clip are nickel 
plated. DETAILS ... Blade is 2” long 
and '/3” in diam. Made of tempered 
steel. MADE BY .. . Stanley Tools, New 
Britain, Conn. 
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——— AUTO NEON TRANSFORMER 





FEATURES . . . Low voltage d.c. current 
of battery or generator converted to a.c. 
and stepped up by transformer. Aver- 
age operation requires three amps. In- 
terference suppressor built within unit. 
Transformer imbedded in compound 
which is impervious to climatic condi- 
tions. Accessible connections for battery 
and ground. DETAILS ... Length, 12”; 
width, 3”; height, 6”. MADE BY ... The 
Acme Electric & Mfg. Co., Cuba, N. Y. 


STARTER WITH BREAKER 





FEATURES Standard disconnect 
switch replaced by circuit breaker. 
Solenoid type switch with double break, 
silver alloy contacts and two thermal 
overload relays. Breaker has three poles 
operated by single lever, Can be opened 
or closed as disconnect switch, an over- 
load on any pole opens breaker. All 
poles equipped with instantaneous mag- 
netic trip. DETAILS . . . Maximum rat- 
ing of 30 hp, 220 volts; 50 hp, 440-550 
volts. Breaker enclosed in bakelite case. 
Bulletin 713. MADE BY ... Allen-Brad- 
ley Co., 1311 S. First St., Milwaukee. 


———ELECTRIC METALLIC TUBING 





FEATURES ... Zine coating applied by 
electro-plating. Evenly distributed both 
on inside and outside of tubing. Thick- 





ness controlled, so that bendable without 
losing protective qualities. ‘Xduxt" is 
silver white in color. MADE BY ... Na- 
tional Electric Products Corp., Fulton 
Bldg., Pittsburgh. 





CIRCUIT TESTER 





FEATURES . . . For testing electrical 
circuits. Pocket clip firmly holds the 
"Test-O-Lite" in pocket. Sensitivity in- 
creased so detects voltages from 90 to 
500 a.c. or d.c. through means of small 
neon lamp in body. Used for locating 
burned out fuses, leaks, short or open 
circuits and wiring defect. MADE BY 
...L.S. Brach Mfg. Corp., 55 Dickerson 
St., Newark, N. J. 





LIFT LIGHT 





FEATURES .. . For attaching to greasing 
lifts of garages and service stations. 
To be mounted directly on lift and rides 
up and down with it. Reflectors can be 
rotated upward, sideways or downward. 
Reflector and lamp can be removed as 
unit without disturbing wiring by lifting 
@ spring-set plunger in hood. DETAILS 
. . » For use with 50-watt lamps. Fur- 
nished in sets of four units. MADE BY 
. « » Goodrich Electric Co., 2900 N. Oak- 
ley Ave., Chicago. 
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Everybody likes 


_— like it too, Mr. Salesman. You’ll like its breezy, fast-moving style—lively 
cartoons—interesting pictures. 


And, most of all, you’ll like it because it will show 


you new ways to sell more goods and fatten up those commission checks. 


Look over this issue. And if you, or your fellow salesmen, are not 


subscribers, a dollar sent to 330 W. 42 Street, New York will 


put you on the list for twelve sales-stimulating copies. 
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—VIBRATING VOLTAGE REGULATOR 





FEATURES ... 
voltage control of a.c. generators which 
are subject to wide voltage variations. 


Primarily designed for 


No dash pots to slow action when load 
variations occur. Dead front construc- 
tion with all live parts on front of panel 
enclosed. Low energy consumption. DE- 
TAILS . . . Current carrying parts 
mounted on bakelite panels; entire 
mechanism enclosed by cover of bake- 
lite, glass and steel. All interior wiring 
of Rockbestos insulated wire. MADE BY 

Ideal Commutator Dresser Co., 
1047 Park Ave., Sycamore, Ill. 


LINE VOLTAGE SWITCH 














FEATURES . . . Available in five types 
these switches can be used as limit 
switch; counting device; safety switch; 
time delay mechanism; circuit breaker; 
governor; liquid level control; relay and 
pressure control. Types are: rotary, light 
contact, oscillating, plunger and push. 
Designed for a.c. DETAILS ... Enclosed 
in dust proof housing; springs of Beryl- 
lium copper; silver contacts; solid ter- 
minals. MADE BY ... The National 
Acme Co., 170 E. 17\st St., Cleveland. 
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TOY TRANSFORMER 








FEATURES ... With vernier control, sec- 
ondary current delivered in five steps 
per volt instead of usual one or two-volt 
steps. This increases smoothness of toy 
operation. Contains speedometer-type 
name plate with arrow indicator dial 
calibrated to represent train speeds in 
miles per hour. Sub-base provides air 
circulation. DETAILS . . . Five models 
of capacities ranging from 35 to 150 
watts. Finished in black wrinkled enamel 
and equipped with rubber plugs. Three 
models have separate 9-volt taps for op- 
eration of train accessories. Largest 
equipped with automatic circuit breaker. 
MADE BY . . . Jefferson Electric Co., 
Bellwood, Ill. 





BOX-TYPE CAPACITOR 





FEATURES ... 
factor correction. Completely wired and 
assembled ready for lines. DETAILS ... 
Unit illustrated rated at 640 Kv-a; 460 
volts; 3-phase; 60 cycles. MADE BY... 
Cornell-Dubilier Electric Corp., South 
Plainfield, N. J. 


To be used for power 


—— CONTINUOUS LIGHTING UNIT 





FEATURES 


. Semi-circular of opal 
glass, set off with end caps finished in 
polished chromium. Can be used singly 
or in interconnected rows. Two double 
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sockets, constructed on a plate which is 
mounted on wall or ceiling, are used. 
Desired degree of illumination can be 
obtained by varying number and wat- 
tages of lamps. When used individually 
can be attached to stud of outlet box. 
DETAILS ...5” deep, 22” long and 10” 
wide. MADE BY ... The F. W. Wake- 
field Brass Co., Vermilion, Ohio, 





SOLDERING PLIERS 





FEATURES . . . For small soldering appli- 
cations in restricted spaces such as fuse 
boxes, switchboards, motors. Also for 
soldering lugs up to 150 amps. and 
sweating joints on copper tubing up to 
3g”. Pliers hinged at end, allowing for 
greater flexibility. Carbon jaws provide 
firm gripping surface. Transformer rated 
at 160 watts continuous duty, or 300 
watts intermittent duty. DETAILS ... 
Plier assembly connected to transformer 
with six-feet of flexible cable. Secondary 
winding completely insulated from pri- 
mary. Can be used on standard lighting 
circuit. MADE BY .. . Ideal Commuta- 
tor Dresser Co., 1047 Park Ave., Syca- 
more, Ill. 


NOFUSE LOAD CENTER 








FEATURES ... No “‘live’’ parts exposed. 
Safe, tamperproof and wiring is pro- 
tected because handles of breaker can 
not be closed against a continued short 
circuit or overload. Circuit restored by 
resetting handle. Interior swings out. 
DETAILS .. . Mains supplied in 35 and 
70 amp. capacities with 2-wire, 115 volt 
or 3-wire, 115-230 volt solid neutral a.c. 
Arranged for single pole connections. 
MADE BY ... The Bryant Electric Co., 
Bridgeport, Conn. 

















VARNISHED CAMBRIC e RUBBER POWER CABLES « BUILDING WIRE « RADIO 


CRESCENT 


INSULATED WIRE AND CABLE 








“ 
SY 
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- 
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/ 


lL 

To insure that the combination of 
ingredients, the mixing and the 
vulcanization of a rubber com- 
pound are equal to Crescent's 
high quality standard, which en- 
able the insulation to meet the 
most rigid requirements, we sub- 
ject the rubber compound to an 
exacting test for tensile strength, 
elongation and set, both before 
and after accelerated aging. 


‘aes 


SERVICE ENTRANCE CABLE e MAGNET WIRE e BARE WIRE 


Just as other tests certify its acid, 
water and wear-resistant quali- 
ties, Crescent rubber here proves 
its ability to withstand the me- 
chanical strain to which it is 
subjected during installation and 
operation. 


The Third in a Series of Sidelights on the Production of 
CRESCENT WIRE AND CABLE 


© SAIGVSD LYMMUVd GNYV GASVYONA-GVAT © SGUOO ATAXIA ° ZIGVS TYNOIS © SAMIM 





Jobber Co-Operation-—A Permanent Policy 


CRESFLEX NON-METALLIC SHEATHED CABLE o 


So 
5 
Qo 
> 
a 
= 
= 
E 


CRESCENT JENDURITE SUPER-AGING INSULATION @ WEATHER-PROOF WIR 
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news 


ES 


ann FACES 





Edward Brand Awarded 
McGraw Co-operation Medal 


Edward A. 


with the 


commercial en- 
Butfalo, Niagara and 
Eastern Power Corp., received the 
James H. McGraw Award Medal for 
a dinner sponsored by 
the Electrical League of the Niagara 
Buffalo on November 30. 
The award was presented to Mr. 
Brand in r | 


Brand, 


gineer 


co-¢ yperatic m at 
1 


Frontier in 


contribu 
tion to the advancement of co-operation 


recognition of his 


in the elect 
tf the 


rical industry, as chairman 
NELA Wiring 
later the Industry 
Wiring 
He is responsible for 


various branches of the 


Committee and 
Committee on In 
Design. 

unifying the 
industry to 
define, adopt and promote adequate 


ring +- ar hicl +} ; 
wiring standards, upon which the in- 
dustry’s Adequate Wiring Promotion 
Program has been organized 


The 


awarded the 


committee of judges which 
medal consisted of J. L. 

Busey, president, General Electric 

ply Corp., J. L. 


Sup- 
Flagg, president, Wat 
son-Flageg Engineering Co., Inc., 
Charles E. 
Swartzbaugh 


Swartzbaugh, president, 

Manufacturing Cas 
Whitwell, Vice-president, 
Electric Co, and Earl 


representing the Commit 


(seorge E. 
Philadelphia 
Whitehorne, 


tee of Awards 
Cord Sets 
Get Social Standing 
Cord sets are coming up in the world. 
On and after April 1, all those ap 


proved by Underwriters’ Laboratories. 


1 


Inc., will be identified with a label. The 


abels are ue circular kraft paper, 
l-inch in diameter and with a inch 
liameter hole in the cente1 Here 
the wording: Underwriters’ Laborato- 
ries. Ine Inspected Cord Set, manu 
facturer’s name and number 


“And Many More” 
To Electrical Supplies 


For three days in November, busine 
associates and local civic leaders visited 
the home of the Electric Supplies 
Distributing Co., San 
s 20th Anniversary. Leading 
materials and appliances, 


house, 


Diego, to help 


celebrate 1 
suppliers of 
handled by this 


a 


iibits for the occasion. 


installed ex- 


Plenty Of Action At 
G. E. Supply, Chicago 


On November Chicago 


ral Electric Supply Corp.., 


29th, the 


Chicago, opened a new 
Fayette St., Han 


Hamilton is branch 


branch and 
warehouse at 506 : 
mond, Ind. W. J. 
manager. 

\ few days later, from December | 


for three days, the boys of the Chicago 
custcmers and 


Hotel with a 


entertained their 
LaSalle 


resentation of the new Hotpoint appli 


house 
prospects at the 
° 

ince lines 


On the day before Christmas, 
house held its annual party for all 


mp ovees., 


Hattield Becomes 
Farrell-Argast Electric 


In Indianapolis the names of two c 
cerns, one the Hattield Electric Supy 
CO ind the ] H itheld hele 
C¢ (contra ) L\ been so sit 
hat each firn las ha ts ( t 

su 

To straighten ou le situa } 

rf es firm has chang 1 

the Farreli-Argas Ele ( 
Whic lentifies itself th the nan 
the two ow lr. J. Farrell and Fra 
\rgas yMpany continu 
Nie il \I tTVia | Sts 












OKLAHOMA WHOLESALER is Frank 
Donnell. He has been banging around 
in the wholesaling game for the past 
10 years despite his youth and beauty. 
He recently joined the Wetherbee Elec- 
tric Co., Oklahoma City, as assistant 
head of the wholesale department. 





“MIGHT BE SOMETHING’ AFTER 
ALL,”’ muses E. C. Marshall as he looks 
over the dope on a new product. Mar- 
shall works for Dauphin Electric in 
Harrisburg, Pa. and sits across the desk 
from manufacturers’ men who have 
sales stories to tell. 





BEHIND THE COUNTER at the Read- 
ing, Pa. house of General Electric Sup- 
ply Corp. With his hand behind him, 


Service Manager Russ Seither eyes 
camera and Salesman Vic Meyer rests 
on the catalogue file. 
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THE TAPE THAT STICKS, HOLDS AND LASTS! 


Specify BULL DOG and get the maximum in long 
life, friction strength and guaranteed yardage. 


























































HEARING OF HOLLAND the firs! thing 
you think of is dykes and ice skaters. 
Maybe we have all been wrong. We'll 
have to ask Fred Eiseman and Van 
Marker of Revere Electric, Chicago. 
The young lady, Felix Van Cleef and 
two of Van Cleef Bros.’ salesmen were 
among the 1000 who attended Revere’s 
Annual Big Game Party late in Novem. 
ber. 


G. E. Names 
Wiring Materials Managers 


The G.E. Wirin 


ganization 


re Materials field 
has been set up into s 
iles districts. E. G. Hall, F. D. Bedell 
R. R. Morgan, L. F. Kummel, J. P 
MecIlhenny, and J. O. Dillingham hav 
been appointed district managers. L. F 
Giblin, wiring materials field supervisor, 
has been assigned to special duties and 
studies of distribution problems. 

The district managers will have thei: 
headquarters as follows: E. G. Hall 
Boston; F. D. Bedell, New York; R. R. 
Morgan, Dallas; L. F. Kummel, Cleve 
land; J. P. MclIlhenny, Chicago; J. O 


Dillingham, San Francisco. 


Elliott-Lewis 
Celebrates Anniversary 
There were big doings at Elliott- 


Lewis Electrical Co., Philadelphia, dur- 
ing the second week of November. The 
boys were celebrating the 32nd anni- 
versary of that happy day when Frank 
R. Elliott and T. Harry Lewis got 
together and founded the company. 
During the week more than 400 con- 
tractors, dealers, engineers and _ pur- 
chasing agents visited the headquarters 
to congratulate the founders and view 
the exhibits of many 
manufacturers. 

Since the founding, the firm has been 
forced to move and enlarge several 
times. Today it is located in spacious 
quarters at 1017-21 Race St. and car- 
ries a complete line of supplies and 
major appliances. 
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co-operating 


More Men 
For Sackett 


1.1 
Five new men are now rambling 


through the territory for the H. | 


Sackett Electric Co. of Buffalo. A. E. 
MacManus and Ken Matteson are sup- 
ply men. Glenn E. Burdick, Dick 


Weems and C. E. Culmer are hustling 
ppliance lines 





Fire Can't Stop 
Baltimore Gas Light 


Headquarters of The Baltimore Gas 
Light Co., were badly damaged by fire. 
The boss looked around and spotted a 
four-story warehouse at 106 South St. 
and this used until 
own building at Lombard 


St. is restored. 


being 


lll E. 


location is 


their 


More Room For 
G. E. Supply. Baltimore 


he General Electric Supply Corp., 
Baltimore, has three-story 
building which adjoins its present qtar- 
This addition Hoor 
space by 8,000 sq.ft 


leased a 


ters. increases the 


Triangle Territories 
he Butler Electric Sales 
Co., Chicago, is now stretching out to 
cover the state of Colorado for the Tri- 
angle Conduit & Cable Co. Harry 
\nschuetz of Philadelphia has charge 

Maryland, Vir- 


of Triangle 
District of Columbia. 


George 


1 
saies 1n 


2 1nia 


and 
































“Trouble or no trouble, 
down. I gotta see a customer at four o clock.” 
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you gotta get me 


HAZARD PRODUCTS 





Padiormite is 0 high 
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Paragon Sales Takes 
Electra Mirror Plate Line 


Paragon Sales Co.., Philadelphia, has 
ween appointed sole selling agents to 
Electra Mirror Switch Plate manu 
ctured by the Hartley Gauge Corp 
Howard J. Hartley. head of the Gauge 
Corp. and designer of the switch plates 
s, for many years, assistant chiet 


ngineer of the U. S. Gauge Co 


Lindley Holds 
Appliance Showing 


For six nights. late in November 
Supply Co., Phil 


Iphia ecorated its second floor and 
laved Os to vis 1g at ilers \n 
erTag LOO folks wert tne eac] 
geht to see the displays and demonstra 
ei 
ms ners, radios, coffee makers 
| roasters Fifteen manufacturers 
ype A Lindley in staging the 

~ \\ 


New Job For 
Charles Wilson 


Charles E. Wilson of Bridgeport 
vice preside charge of General 
Electric’s appliance and merchandise 
department s e 1930, has been elected 

xecutive vice president, a new posi 


r W ilsot has been with General 
1 ] - com- 
1899, 


since 


is an ottice boy, 


FINE LIGHTING and displays are 
featured in the revamped home of 
Honold & LaPage, Inc., Sheboygan, Wis. 
The smooth, even lighting in the show 
room is provided by indirect units. Far- 
ther back in the warehouse, commercial 
direct units and R.L.M’s are used. A 
built-in modern home is used to display 
600 residential fixtures. A good display 
stunt is a canopied effect above the 
stock bins which extend across the 
front and the depth of the store. Here 
small appliances are displayed and il- 
luminated by a continuous run of vari- 
ous colored concealed lumiline lamps. 
Large “reminder” display boards adjoin 
the sales counters. 


Hopold ¢ LaP: 


WHOLESAS, 


1 gl 
. «& 


worked up to assistant general superin 
tendent of two plants. 

In 1925 h 
of G. EY’ 


he became manager of the merchandise 


became assistant manage1 


s Bridgeport works. In 1930 


department in charge of engineering, 


manufacturing and sales Later that 


vear he was made vice president. 


Van Marker’s Accurate Eye 
Brings Revere Big Game Party 


Marker of Revere 





Elec ( Chicago took that annual 
ip to the far north and once again 
hat trusty aim of his didn’t do 
wrong Chere are 1000 folks who cai 
estifyv to t hey are the ladies and 
eentlemen who attended Revere’s Big 
Game Party on the evening of Novem- 
be 16. | guests ¢c ynsisted of eng 
eers col ctors irchitects lea s 
and maintenance men. 
he office was transformed into a co 
\ n hall and 30 manufacturers in 
s xhibits to demonstrate th 
es he visitors 
Six chefs from the Illinois Athleti 
Club prepared 763 pounds of moos 
nd deer. They had 300 loaves of bread 
30 gallons of coffee, 30 gallons o 1] 
pickles, and 20 halt barrels of beer 
Marker’s trip was interesting. With 
s son Van E. and Dr. lhle they drove 
» Hudon, Ont. From there they took 
plane and were met by three guides. 
The party bagged three moose and three 
deer. he meat was shipped back to 
( izo and stored at the I.A.C. until 
he dav of the party. 


Kitchen Bureau 
Launches Appliance Drive 


Che Modern Kitchen Bureau has an- 
nounced plans, to be put into effect im 
mediately, for a 
and advertising 
$350,000 will 


comprehensive sales 
program. Upwards of 

the effort. The 
power of this campaign will be placed 
behind three great labor-saving appli- 
Electric Ranges, Electric 


and Electric Water Heat 


a8) into 


ances : 
Refrigerators 


\ll thre 


! 
+a 





RATES A PROMOTION. Fred A. Par- 
nell is now head of General Electric's 


conduit and wire sales section. He gets 
his mail at Bridgeport. Parnell has 
been with G. E. since ‘29 when he 


started in the advertising department. 
Before the recent promotion, he held the 
job of sales promotion manager for con- 
struction materials. 


und The Modern Kitchen Bureau 
banner as a result of a decision of vari- 
ous contributing manufacturers to con 
duct an aggressive campaign to further 


these three ap 


during 1938, the 


msumer acceptance ol 


In addition, 


pliances. 


Bureau will continue on an enlarged 
scale its promotion on the modern elec 
, = 1 
C KI en 


Buttalo Model Homes 
Influencing Sales 
Niagara 
Homes in 
Buffalo, is 


\ttendance at the Buffalo 
Electric Co’s. two Five-Star 
Cleveland Park Terrace, 

nearing the 30,000 mark. The influence 
of the homes’ many features is 
increasingly evidenced in sales and in- 
quiries regarding construction high- 
lights and equipment, according to 


Donald B. Millar, manager. 


being 


Promotions At Graybar’s 
Boston House 


James H. McGowan, formerly in 
harge of the Graybar Electric Co., 
Inc., warehouse at Boston, has been 
transferred to the field. He will cover 
northern Massachusetts, and the Merri- 
Valley in particular, working out 
of Boston. William Dowd, who has 
been right-hand man at the warehouse, 


mac 


takes charge in place of his former 
Chattanooga League 

Hears J. M. Ketch 

The Electric League of Chattanooga 
sponsored a dinner on November 3 
with J. M. Ketch of General Electric’s 


Incandescent Lamp Dept. as principal 
speak ~ 7 
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The Fustat fits present fuseholders 

Thru the use of an inexpensive 
adapter, the Fustat fits any standard 
Edison base fuseholder. The adapter 
screws in like a fuse and locks in 
place. The Fustat may be changed 
in the regular manner. 





On new jobs, when buying panels, switches, etc., you 
can specify that they be equipped with Fustat bases. 


The F 








BUSSMANN MFG. CO. 
University at Jefferson 


St. Louis, Mo 


121 Sixth Ave. 
New York City 








YOU CAN ADD MORE APPLIANCES 
TO PRESENT CIRCUITS... and do it Safely... 


| with the FUSTAT Hil 






Write for full information to any of the undersigned 
KIRKMAN ENG. CORP. NATIONAL ELEC. PDTS. CORP. UNION INSULATING CO. 
Fulton Bldg. 
Pittsburgh, Pa. 


Q 
Doesn't blow needlessly 
You can load an ordinary circuit right up to ca- 
pacity and yet protect it with a 15 ampere Fustat. 
Its long time-lag keeps it from opening needlessly. 
The Fustat offers a way to expand the use of 
present facilities— with perfect safety —and with 
the elimination of needless blowing of fuses. But— 


Positively stops user 


J - a 
from overloading the circuit 

The Fustat cannot be replaced with a penny or 
other substitute for the fuse — or with a size too 
large to protect. In fact, side-tracking protection 
in any way is practically impossible without de- 
stroying the Fustat or adapter and thereby clearly 
showing the user that his protection is gone. 

If additional circuit capacity is needed, users 
cannot readily side-step the issue — at the sacri- 
fice of safety. 

Destruction of circuit wiring is prevented — 
fire hazards are reduced — costly shutdowns and 
expensive repairs are avoided. 


Prevents hazardous burnouts of 


flexible cords 


The Fustat contains a fuse. The ability of a fuse to pro- 
tect against dangerous cord shorts, grounded sockets, etc., 
is well known. 

Protective devices that do not open quickly enough when 
dangerous cord shorts occur, permit the cord to burn out 
at the short. You get the fireworks in your face, or hands, 
or elsewhere around the house where they may cause dam- 
age or start a fire. 

The quick action of the Fustat on such dangerous “‘house- 
hold” shorts prevents spraying of molten metal, starting 
of fires, burning of users. 


Answers today’s demand for 
trouble-free circuit protection 


For what other device than the Fustat can permit circuits 
to be loaded to full capacity — yet prevent dangerous over- 
loading . . . make safe protection remain safe . . . protect 
against dangerous cord shorts. . . and eliminate needless 
blows and service interruptions? 


Using Fustats for circuit protection — 
is just good business 






Retails © a 


7%) 


in 15 to 30 Pa sizes 





277 Broadway 
New York City 
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LIGHT CONDITIONING 


with 


RLM REFLECTORS 


insures 


MORE LIGHT AT 
NO EXTRA COST 


ORE LIGHT at no extra cost is CONDITIONING. To meet the RLM standards 
one of the four essentials of proper LIGHT for distribution and diffusion requires the use of 
CONDITIONING insured by specification of RLM the RLM specification reflecting surface of high- 
Labeled Lighting Reflectors. rtm Labeled — est quality porcelain enamel, the ideal reflection 


Reflectors assure the maximum of efficient light 
for every dollar expended for electric current. 


Because every lighting reflector so labeled 2 LOW COST MAINTENANCE. rtm speci- 


material for Balanced Lighting. 


meets the high reflection and output specifica- fication high quality porcelain enamel is 
tions established by the rtm Standards Insti- the most durable of all reflecting surfaces. Being 
tute. Nine manufacturers now make RLM Dome, also the easiest to clean, maintenance costs are 
RLM Deep Bowl and rtm Symmetrical Angle reduced to the minimum. 

Lighting Reflectors which meet these WARRANTY OF UNIFORM 
specifications and the other thre FREE BOOKLET 3 , _ 


NOW READY FOR YOU QUALITY. A rigid inspection 


essentials - — LIGHT CONDI- Invaluable to everyone, who and testing system conducted by the 
“i IG ] . c ae specifies, purchases or sells in- . ° © ¢ ° -¢ A 
ees ne ee dustrial lighting reflectors is the Electrical Testing Laboratories of 
a an! x Y rte rT ~ new s OOK, 1 eaning 
BALANCED LIGHTING. of the RLM LABEL” just off New York, an independent testing 
the press ells the purposes o 


Even distribution and adequate the [RLM Label and details organization, insures continuous con- 
the RLM standards which assure 


ven aatealaillile agit 


diffusion are just as important as the maximum lighting performance. formance to RLM Standards by manu- 
Write to the address below for - : 
quantity of light to proper LIGHT _ your copy facturers of RLM Labeled Reflectors. 


The letters RLM stand for Reflector and Lighting Equipment Manufacturers 








PA son lps 


MY ES I 


INCORPORATES 








20 N. WACKER DRIVE - SUITE 1130 + CHICAGO, ILL. 







THE CERTIFICATE OF 






UNIFORM QUALITY 
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“LET ‘EM SEE what you have to sell,” 


is the slogan used by the Electrical 
Supply Co., New Orleans. Their boys 
are smart at displays. Here Santa had 
no trouble seeing the food mixers and 
toasters and roasters and such. Counter 
Salesman Gentile did it. 


Rocky Mountaineers 
Get To Santa Claus 


Before old Santa loaded his sleigh 
the Rocky Mountain Electrical League 
cornered him and told its story. Here’s 
how they did it, Special electrical sec- 
tions were run in several newspapers. 
Exhibitions were held. Christmas 
ters were all over the territory. Stickers 
appeared on mailing Outdoor 
lighting was used in all the surround- 
ing towns. And if the folks couldn’t see 
well, they heard numerous radio pro- 
grams and spot announcements telling 


the story of electrical 


pos- 


pieces. 


eiving. 


Larger House For 
Graybar At Portland 


The new year brought an additional 
10,000 sq.ft. of floor space to Graybar’s 
house at Portland, Ore. The addition 
is brick faced and of fireproof con 
struction. Insurance rates are further 
lowered by a sprinkler system through 
out the building. 

And by the way, S. G. Ward, man 
ager, is just back from a jaunt down 
to the Edgewater Gulf Hotel, Edge- 
water Park, Miss., to look Hot 
point’s 1938 appliance lines. 


over 


“Mtg’‘s. Reps” 
To Entertain Again 


Many eastern electrical men will soon 
be heading towards Baltimore to attend 
the annual exhibit of the Electrical 
Manufacturers Representatives Associa- 
tion. Here manufacturers will exhibit 
their products to visiting architects, 
engineers, contractors, wholesalers, 
dealers, utilities and industrialists. E. 
V. Murphy, The Electrical Sales Co., 
111 Cheapside, Baltimore, publicizes 
the party. 
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Sampson-United 
Opens Export Office 


Sampson-United Corp, has opened an 
export office at 377 New 
York. Joseph Plasencia is manager. 

The firm has also licensed the follow- 
ing companies to manufacture rubber 
bladed fans under its patent: G. A. 
\shton Co., Casco Products Corp., Chi- 
cago Mfg. Co., Richard M. Decker Co., 
Ero Mfg. Co., Fulton Co., Linendoll 
Corp. and Witte Mfg. & Sales Co. 


Broadway, 


Wilson Enters 
Commercial Lighting 


The Wilson Fixture & Mfg, Co., 
has been organized with headquarters 
at 411 S. Clinton St., Chicago, for the 
production of commercial lighting fix- 
tures. Wesley Wilson t.ie 
firm. 

Its older brother, Wilson Lighting 
Inc., continues to produce reflectors and 
Hloodlights. Both companies are market- 
ing through the same outlets. 


heads new 


Brass Hats 
Upped By RCA 


Henry C. Bonfig, well known sales 
manager of package for the 
RCA Mfg. Co. has been made a com- 
mercial vice president in charge of all 


goods 



































commercial activities. Frank Deakins 
has also been appointed a vice president. 
He has charge of sales of engineering 
products and sound equipment. Robert 
Shannon, formerly vice president in 
charge of manufacturing, has been 
named general manager. He will have 
direction of all activities except those 
under the commercial vice president. 
Vance C. Woodcox is now vice presi- 
dent in charge of all package goods 
merchandising activities, 


Hood Makes 
Fancy Improvements 


The other day the carpenters, elec 
tricians and plasterers picked up their 
tools and told the boss of Hood Elec 
tric Co., Youngstown, that they were 
through. A modern remodeling job was 
done and Hood Electric is justly proud 
of its revamped home. 


Stanford A. Moss Retires 
From General Electric Co. 


On January 1, Dr. 
mechanical 


Stanford A. Moss, 
engineer in General Elec- 
tric’s Thomson research laboratory, re- 
tired from service. Dr. Moss 
had been with the company for 34 years. 

For the past 15 years he had 
prominent in Wright Field altitude 
flying experiments. 


active 


been 


Moss was born in San Francisco. He 
B.S. and M.S. degrees at the 
University of California and a Ph.D. at 
Cornell University. 


General 


received 


He entered the em 
West 


He has been awarded 36 pat 


plov of Electric at Lynn 


in 1903. 


ents on mechanical devices. 


SALESMEN ALL. Art Gehringer, one of 
the business-getters of the Coleman 
Electric Co., Allentown, Pa. He for- 


merly covered a territory for Rodale. 
Baron Coleman hustles for Lightolier 
and L. C. Haines is another Coleman 
territory-traveler. 


made 
bE t jpn whi. teoolle-tik Gaapactaten 
. remarkably fine tool. xe 
E _ From the careful inspection of 





the alloy tool steel made to the 
most exacting specifications— 
' Through the old craftsman 
methods of individual manufac- 
turing and individual heat treat- 
ing— 

To the final steps of rigid in- 
spection and testing, each pair of 
pliers that carries the Klein tradé- 
mark represents the maximum in 
plier quality. 

Klein methods viewed in “the” 
light of modern mass production © 
are necessarily more costly. 

On the other hand, for a man 
who demands a plier of Klein 
quality there is no way to pro-- 
duce it except the Klein way. 


‘eI INS 
3200 BELMONT AVENUE, CHICAGO, ILL. 
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Electro-Pliance New 
Milwaukee Distributor 


Electro-Pliance Distributors has been 
organized in Milwaukee by William F. 


Seemuth, president and Edward 7? 


Siegel, sales manager. The firm is 
located at 2004 W. Vliet St. and is 
now distributing Motorola automobile 


and home radios. 


Palmer Electric 
In New Location 


Out on the Coast, the Palmer Electric 
Co., Seattle, is well settled in a com- 
pletely remodeled one-story building at 
309 Westlake Ave., North. The boys 
were formerly located at 325 Westlake 
Ave., North. In the office, Celotex walls 
quiet noise, therefore nerves. 


Gay Nineties 
Return To Buffalo 


bouts, a cos- 
ale (on the 
an old-time 


wrestling 
and 
waiters, 


Boxing and 
tume parade, 
house), singing 
German band, a master of ceremonies 
and a swell bunch of gents were all 
thrown together in Buffalo on the night 
of Dec. 13. It was a good old fashioned 
that night, and all the members 
and guests of the Electrical League of 
the Niagara Frontier for a few lively 
hours thought they were on the Bowery 
in the Gay Nineties. 


beer 


t- 
stag, 


Chicago Credit Men 
Hold Election And Dine 


Division of the Elec- 
Association apparently 
wants no New Deals for when mem- 
bers held the annual election on No- 
vember 19, they re-elected all officers. 
A. G. McCallum, Anaconda Wire holds 
the presidency; S. S. Mandel, Metro- 
politan Electric is vice president; C. F. 
Alfvin, Benjamin Electric is national 
representative; S. J. Storm, Chicago 
Transformer is on the executive staff, 
as is C. F, Alfvin. 


The Central 
trical Credit 








G. E. Test Grads 
Listen To The Party 


Scattered throughout the world are 
7,000 men who went from college to 
the test course run by the General 
Electrical Co. On December 9, the boys 
held a reunion. Those who couldn’t get 
to Schenectady for the party tuned in 
international broadcast stations W2- 
XAD and W2XAF to hear the greet- 
ings of the gathering. Some 2600 of 
these graduates are still with the com- 
pany and 4,300 are with other organi- 
zations and in all kinds of jobs. 


Klose Electric 
Entertains Again 


the L. R. 
Kalamazoo, Mich., 
contractors, dealers 
a product exhibit. 
During the two-day show, held late 
in October, the visitors browsed through 
the exhibits of 25 manufacturers. The 
guests also got a bang out of the Model 
Home of Adequate Wiring, exhibited 
by the Michigan Light Association and 
a display by the Michigan Inspection 


For the third year in a row, 
Klose Electric Co., 
entertained local 
and industrials at 


Bureau. This showed unsafe and obso- 
lete devices removed from homes that 
have been rewired according to the 
Code. 


IF WE’RE WRONG, jump us, but we 
think the new home of the Everson 
Electric Co., Allentown, Pa. is the first 
wholesaler in one of them thar fancy 
glass-brick buildings. The proud staff 
stands alongside. The boys at the left 
are: E. H. Maxwell, T. Miller, R. Greise- 
mer, R. Gestl, W. Lamm, W. Kleintop, 
G. Weiss and J. Simon. Ladies and 
gents to the right are: Paul Dreibelbis, 
Miss Wagner, R. Dorschutz, Miss Kress- 
ley, E. W. Landis, P. F. Sherry, C. A. 
Westman (visiting salesman), J. A. 
Pfeiffer, J. R. Kennedy, R. J. Coffield, 
G. E. Rinehimer, W. A. Everson, F. J. 
Moran, W. Moser, M. Henvic (another 
casual), J. B. Everson, J]. T. Deshler and 
F. G. Bachman. 
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CIRCUIT PROTECTION PARADE 








Forward March! 


BRYANT Every circuit needs proper protection. A large volume of activ- 
WIRING DEVICES ity is represented in the sale of devices for this application. 










Bryant can furnish a comprehensive line of circuit protection 
devices: plug fuses, renewable cartridge fuses, cutouts, sentinel 
breakers and Nofuze load centers. One line answers all needs, 
one stock meets all requirements, which means smaller invest- 
ment, faster turnover, greater profit! 


Sold Through Review this line in the new Bryant easy-to-use catalog. 
Electrical Wholesalers 


EVERY OUTLET DESERVES A BRYANT DEVICE 


THE BRYANT ELECTRIC COMPANY * BRIDGEPORT, CONNECTICUT 
NEW YORK: 100 East 42nd St. - CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St. 
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ALL OF INDUSTRY 





Is YOUR 


LIUVIPS 


As pilot and indicator lights . . . as test 


lamps... as indicators in practically every 
branch of industry . . . there’s a market for 
millions of Neon Glow Lamps. These lamps 
—which cost next to nothing to operate— 
can be used on either A.C. or D.C., and fit 
standard sockets. Your customers will ap- 
preciate your recommending these efficient 
light sources. They fit many needs as no 
other lamp can. 

Get full data on the Neon Glow Lamp 
line. You will find them profitable items. 
Write to the General Electric Vapor Lamp 


Company, 891 Adams St., Hoboken, N. J. 


MARKET 





Y, Watt, 115 Volts—T4% 
Bulb Supplied with Cande- 
labra Screw Base Only 





2 Watt, 115 Volts—S14 Bulb 
Finish—Clear, Sprayed 
Red or Yellow 





3 Watt Bulb S14. Finish— 
Clear. Sprayed Red or 
Yellow 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 














Bill Terry 
Selling For Kwikon 


William Terry, who hangs his hat 
at 2107 Grand Ave., Kansas City, Mo., 
is now selling for the Kwikon Co. in the 
states of Kans., Okla., Neb. and the 
northern part of Mo. 


Sullivan Promotion Head 
For Westinghouse Supply 


\. W. Sullivan has taken on adver- 
tising and sales promotion for Westing- 
house Electric Supply Co. He succeeds 
T. R. Sterck, who recently resigned. 
Sullivan brings to Westinghouse a 
broad experience in advertising, sales 


promotion and dealer activities. 


Baltimore House 


Of Wesco Grows 


The Baltimore house of Westing- 
house Electric Supply Co. recently ac- 
quired an additional 6000 sq.ft, of 
floor space in a building adjoining its 
present home. 


Riechman-Crosby 
Adds Birdseye Line 


The Riechman-Crosby Co., Memphis, 
Tenn., has been appointed distributor 
for the Birdseye Electric Co. 


New Address For 
H. G. Hatner, Chicago 


H. G. Hafner & Co. representatives 
for McGill Manufacturing Co. and Stan- 
ley & Patterson have moved to 40 S. 
Clinton St., Chicago. 





WE RECALL an old tune—"Who’'s that 
walking down the street. ... W. E. 
Henry, Jr. had something like that on 
his mind for he’s sure doing “eyes 
right”. Henry is an electrical engineer 
and draws his pay check from the Mill- 
Power Supply Co., Charlotte, N. C. 
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MEN ON 


THE MOVET _ More than 


| 
William Rinehart is now with Bendix | 
as head of sales educational work. Be- | 
fore joining the washer firm, he had | 


charge of Kelvinator sales at Graybar’s | 


Dayton house. 
William Price is covering a territory ~~ ’ 
for Appliances, Inc., - th 


Dayton distribu- 
tors of Fairbanks-Morse products. 


C. E. Anderson has been named head 
auditor for the G.E. appliance and} 
merchandise department at Bridgeport 
and Cleveland. H. P. Smith, who has 
been auditor at Cleveland, moves to 
Bridgeport. A. Lindenmeyer becomes 
acocuntant of the specialty appliance 
division at Cleveland. 


John Boyd, Walter M. Porosky and 
John H. Caron, advertising specialists, 
have joined Kelvinator’s advertising and 
sales promotion staff. 


E. L. Williams is located in Los An- 
geles as Pacific regional household sales 
manager for Frigidaire. 


R. V. MacDonald who has been located 
in St. Louis since ’33 as G.E. district 
appliance sales manager, has_ been 
moved to Dallas in a similar job. B. C. 
Bowe, who has been head of radio sales 
at St. Louis, succeeds MacDonald. 


T. B. Allen, after a spell in Atlanta’s 
warm climate, moves to chilly Min- 
neapolis to head up appliance sales 
there for General Electric. 


J. A. Proctor has been appointed as- 
sistant manager of the General Electric 
air conditioning department, with head- | 
quarters at Bloomfield, N. J. For the 
past three years, he has been assistant 
to C. E. Wilson. 


Think what a wide variety of installation 
problems can be answered in a line with this 
many fittings, each one modeled and designed 
for a practical purpose. Into each one, too, 
has been built that engineering precision and 
beauty so common to the Killark line. Using 
them will convince you as it has thousands 
of others that no better line is made. 


A Wide and Wise Selection 


Eliminate once for all the stubborn cases of 
installation by acquainting yourself with this 
extensive line. You will be convinced of their 
complete practicability and durability. 





Get Catalogue for 
Full Line — It’s Free 


We have all ready for you a com- 
rehensive catalogue of the Killark 
fine -~ inctodies prices, styles and 
sizes. Write for yours today. 


ADVERTISING MAN H. E. Merrill has Killark Electric Manufacturing Co. 


been promoted to head up the advertis- 
ing for General Electric's Construction tt Easton and Vandeventer Aves. 
Materials Sales Division. He is located St. Louis, Mo. 

at Bridgeport. 
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A Senin Line O 
MOTOR CONTROLS 





MEETINGS AHEAD 


Boston—From March 9 to 11, the Elec- 
trical Manufacturers’ Representatives 
Club of New England will hold a trade 
show at the Boston Garden. Details 
may be had from W. V. Haynes, Hathe- 
way & Patterson Co., Inc., Cambridge, 
Mass. 


Chicago—Week of January 9, appliance 
exhibits at the Stevens Hotel, Furniture 
Mart and Merchandise Mart. 


Mansfield, Ohio—On January 19, 20 
and 21, Westinghouse is holding a con- 





made by a recognized control 
manufacturer, priced in line with 
the industry and carrying the repu- 
tation of dependable operation. 
The Ward Leonard Motor Con- 
trols have everything that the 
wholesaler can wish for to make 
them a desirable line for him to 
sell. 


WARD LEONARD 


ELECTRIC COMPANY 


aw 30 South Street, Mount Vernon, N. Y. 
Electric Control Devices Since 1892 


IMPROVED LIGHT 
IMPROVED PROFITS 

















































UNI-FOCAL LOCALITE Spots High 
TE PR ad! l@e lntensity Light Directly on Working Area 


E y E R y Engineered particularly for intense illumination of close, 


accurate work, the modern Uni-Focal Localite increases the 
“seeing” efficiency of the worker by 50% and more. The 
L 0 C A L | Z E 1) Fostoria Supporting Arm permits instant adjustment of 
light direction exactly as wanted. Hundreds of industrial 


L | ¢ H T | N G concerns are enthusiastic Localite users. Greater output, 
reduced spoilage, fewer accidents, lower costs and in- 

creased profits quickly follow Uni-Focal installations. The 

N B E D cost is surprisingly low. A complete variety of Fostoria 


Localite models is available for specific industrial lighting 
needs. Write, now, for full particulars. 


DESCRIPTIVE BROCHURE THE FOSTORIA PRESSED 


FREE . . A valuable hand- 


book of localized lighting STEEL CORP., FOSTORIA, O. 
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ference on Home Service and Kitchen 
| Planning. 
| 


Minneapolis—From February 14 to 17 
“Electrical Exposition and Market 
Week” will take place at the Radisson 
Hotel. Electrical associations of four 
states are sponsors. 


OBITUARIES 


Charles P. Randolph, Jr. 


Charles P. Randolph, Jr., Vice- 
President in charge of Engineering of 
the Edison General Electric Appliance 
Co. died November 30, after a short 
illness. Prominently identified with the 
electrical industry, he was_ recently 
elected a vice-president of the Edison 
General Electric Appliance Co. Mr. 
Randolph was a native of Austin, 
Texas. He held degrees from Univer- 
sity of Texas, and Massachusetts Insti- 
tute of Technology. He entered the 
service of the General Electric Com- 
pany as assistant to William Stanley, 
inventor of the transformer, and 
worked with Mr. Stanley developing 
the first General Electric range. 


Samuel Reifler 


Samuel Reifler, president and founder 
lof the Electra Supply Co., Poughkeep- 
sie, N. Y., passed away suddenly on 
| November 20. Mr. Reifler was born 
|in Austria in 1886, migrated to America 
| when he was 18. He spent some time 
|in New York City and in 1914 moved 
| to Poughkeepsie where he founded a 
retail fixture store. 

He later went into contracting and 
in 1928, dropped that phase of the 
business to devote his entire time to 
wholesaling. 


| Arthur A. Drabble 


| Arthur A. Drabble, proprietor of the 
Star Electric Co., Woonsocket, R. I, 
died suddenly in a local hospital on 
Dec. 15. He was born in Leicester, 
Mass., 65 years ago and was prominent 
in Rhode Island civic affairs. 






































NOW...A WATERTIGHT, 
PERMANENT JOINT 


—. FOR ELECTRICAL METALLIC TUBING 





¢ 
Appleton Beading’ 
Tool ready to put 


USE NEW 


APPLETON BEADING TOOL 


(Patent No. 2085710) 


beading on Electrical 
Metallic Tubing. This 
tool is made in two 
models— one to care ; 
Gas Ve" eed 36" eile @ Here is a simple and convenient tool for insuring 
a _ aor? - a permanent watertight joint with electrical metallic 


tubing. Tubing beaded by the Appleton Beading Tool 
is easily connected to Appleton No-Thread Unilets, 


PAT. Ne 2085710 


APPLETON 


Couplings and Connectors as designed for use with 
electrical metallic tubing. This beading insures a 
watertight job and a connection that is unaffected by 


This illustrates beading on end vibration or severe operating conditions. 
of tubing. Note cap (or nut) 
must be put on tubing before 


bead is made. lower roller inside the tubing. Then, by turning the 


2085710 4 


The tool is placed on the end of the tubing with the 


APPLETON 


Pat w 


handle and revolving the tool around the conduit 
five or six times, a proper bead will be formed. By 
placing the end of this tubing into any conduit hub 





of an Appleton No-Thread Unilet, Connector or 








Coupling designed for electrical metallic tubing, by 





removing the gripping ring and tightening the nut, 


Illustration shows a most rigid and watertight connection is secured. 
Appleton No-Thread F 
Unilet, Coupling and It will not pull out. 





Connector, also tub- 
ing with bead, show- 


—_— NEW LOW PRICES 


ON APPLETON CONNECTORS AND COUPLINGS 





The prices on Appleton Connectors and Couplings 
have now been greatly reduced. Through years of ex- 
perience Appleton has developed these all-purpose 





Sennler Anema’ Ritatae Mumeeeed fittings, and due to unexcelled engineering and man- 


Watertight Coupling Watertight Connector ufacturing facilities can now offer them at unusually 
for use with Electrical for use with Electrical ; : , 7 
Metallic Tubing. Metallic Tubing. attractive prices. Write for new price sheets. 


Write for further information 


APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE «+ CHICAGO, U. S. A. 


New YorK—76 Ninth Avenue Los ANGELES— 340 Azusa Street ATLANTA— 203 Luckie St., N. W. 
SAN FRANCISCO—655 Minna Street DETROIT— 7310 Woodward Avenue CLEVELAND—214 Hippodrome Bldg. 
St. Louts—420 Frisco Building 
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Selling by Suggestion 

Systematic selling of outlets is a fol- 
low-up on repair jobs done by the Mid- 
west Electric Wiring Co. of Denver. 
As the wireman gathers up his tools to 
leave, instead of suggesting a new out- 
let for the kitchen or the bathroom, he 
takes note of the appliances in use in 
each A bottle warmer or an 
electric razor may give him. the lead 
for a bathroom sale. He sells the need 
for an outlet instead of the outlet itself. 
Each electrician reports the result of 
his suggestions when he returns to the 
shop—a check on whether the men are 
using the suggestion plan.—Electrical 
Contracting 


room. 


Contract Violation 

Price cutting competition still pre- 
vails in New York City. Violations 
are especially widespread in the liquor, 
radio, and typewriter fields. Liquor 
fixed prices are being knocked down 
five to ten per cent, and radios are 
reduced as much as 334 per cent. Ex- 
tensive manipulation with the stipulated 
price of radios and typewriters goes on 
by way of trade-in allowances. To 
remedy the radio situation, plans are 
under way for forming a national asso- 
ciation of radio retailers. Its program 
would include action on resale prices 
and trade-in’ allowances, discounts 
offered large blocs of employees, mark- 
offs given repair men, overloading of 


dealers —Business Week 
Data Sheets Sell 


During the past year representatives 
of eight public utility companies in 
Pennsylvania have worked together to 
develop data sheets for use in ap- 
proaching prospective commercial cus- 
tomers. ‘The talk about the custom- 
er’s problems in the customer’s langu- 
age. ‘The data sheet for fry kettles 
gives the opinion of a restaurant owner 
that fry kettles are indispensable. 


64 





Round-up of Ideas from Other Papers 














Another sheet talks of profit to a drug 
store from a waffle baker.—Electrical 


i ‘orld 


Those Errors 

Common errors by sales executives 
are reported by A. C. Nielson, head of 
that Chicago research firm: 

1. Over-estimating their percentage 
of the market. 2. Over-estimating the 
percentage of prospects who have heard 
of the product, the percentage using, 
the percentage who found it satisfac- 
tory. 3. Under-estimating the virtues 
of competitor’s products. 4. Entertain- 
ing exaggerated conceptions of standing 
with trade. 5. Failure to change prod- 
uct when trend changes. 6. Advertis- 
ing over the heads of the lower or 
middle income classes.— Tide 


Sparking in Tools 

Users of often ask 
salesmen what causes excessive spark- 
ing between brushes and commutator. 
This may be due to any one of the fol- 
conditions: (1) Commutator 
may need dressing. (2) Carbon brushes 
may need replacing. (3) The brush 
holder may be worn, causing looseness 
of the brushes. (4) The armature may 
have a short circuit in the winding. 


electric tools 


lowing 


(5) The armature bearings may be 
slightly worn, causing the brushes to 


bear unevenly on the commutator 
Industrial Selling 


Million Dollar Salesman 


Here is a composite of the million 
dollar life insurance salesman—based 
on a survey of 104 men. He is 44 
years old, has been selling life insurance 
for 16 years, in business 6 years before 
closing his first million, wrote 87 cases 


for a total of $1,092,262 last year, makes 
calls on friends and strangers recom- 
mended by friends, always makes an 
appointment ahead of time, usually by 
telephone, believes that the most im- 
portant element in his business is con- 
tacts, with effort and knowledge com- 
ing next.—Forbes Magazine 


Making Ideas Click 

Sam Vinning, the Westinghouse 
whirlwind demonstrator takes a cheap 
iron and fries an egg on it to show 
that it wastes heat. He recently wal- 
loped an electric refrigerator with a 
sledge hammer to prove conclusively 
that the finish would not crack and 
chip. Most salesmen won’t let them- 
selves go the way Vinning does. Either 
they lack the imagination or they want 
to be dignified. And too many times 
plain dullness is the result.—A merican 
Business. 


See All Prospects 

A chap named Bishop sells insurance 
for Aetna. He made a list of 122 pros- 
pects for residential liability insurance, 
and mailed them some advertising. He 
got two replies, but sold neither. Many 
a salesman would have stopped there, 
but Bishop wasn’t discouraged. He 
called on every person on the list, and 
sold 34 policies.—Sales Management. 


Buyers Want to Save 

The only justification for a buyer in 
any industrial plant is his ability to 
save money for the company. Any $20 
a week clerk can write orders. The 
salesman who can point the way to 
new economies need never worry about 
getting a satisfactory hearing.—Mill 


Supplies. 
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Model Gas Houses 
A nation-wide program to stimulate 
the equipment of houses with gas ap- 
pliances is planned by the American 
Gas Association. Gas utility com- 
panies, equipment manufacturers, and 
building material manufacturers will 
cooperate with local architects and 
builders to build or modernize homes 
throughout the country. These will 
serve as models to demonstrate gas for 
home heating, water heating, cooking, 
refrigeration, incineration, and air con- 
ditioning.—Electrical World. 


Bars Range Sale Competition 
The Glendale (Calif) municipal 
public service department will discon- 
tinue the sale of electric ranges in 
competition with privately operated 
enterprise. This action was taken after 
appliance dealers threatened to circu- 
late petitions for a special election to 
decide the issue. The controversy had 
been before the City Council since last 
July.—Electrical W orld. 


MORE FACTS 


ON PRODUCTS 


Arc Welding—A book describing re- 
quirements of arc welding generators, 
and their application in the Hansen 
Smootharc Welder. The differences be- 
tween separate and self-excited gen- 
erators, as well as the characteristics of 
external and internal stabilization are 
described with the help of curves, 
photographs, and diagrams. Single- 
current control as against double man- 
ual control is also described. Har- 
nischfeger Corp., 4400 W. National 
Ave., Milwaukee. 





Capacitors—Catalog No. 142, describ- 
ing and illustrating the mounting and 
constructional features of Cornell-Dubi- 
lier box-type capacitors for correction 
of low power factor in industrial plants 
has been released by Cornell-Dubilier 
Elec. Corp., South Plainfield, N. J. 


Circuit Breakers—The General Electric 
Co., Schenectady, has issued catalog 
page 7-37 (5M) dealing with Pole Line 
non-automatic-single-throw Oil circuit 
breakers. 


Floodlighting—‘“ Football Floodlighting.”’ 
A 48-page bulletin on sport field flood- 
lighting. Manual deals with methods 
of cross arm construction, floodlight 
mounting, wiring, fixture attachment 
and focusing, and the equipment neces- 
sary for conventional and long range 
installations. There are coverage and 
light distribution charts, illumination 
tables in foot candles, and wire sizes 
necessary. Benjamin Electric Mfg. Co., 
Des Plaines, Illinois. 


Furnaces—“Uniformity and Cost OK,” 
is a 4-page folder, No. F-T625(4) deal- 
ing with the hardening of small non- 
ferrous clips in a modern Homo tem- 
pering furnace. Description of the 
furnace is included with the account 
of the hardening operation. Leeds & 
Northrup Co., 4901 Stenton Ave., Phil- 
adelphia. 











®LG US Pat OFF 





A Bonus in Light for YOU 
from Hygrade Lamps 


A new and even more efficient filament construction 





has been developed for Hygrade Tested Quality Lamps. 
Famed for service where light is vital, these lamps now 
give more light than ever before at no extra cost to 
you. For instance, the 60-watt Hygrade Lamp delivers 
10 per cent more illumination than it did a year ago 


...@ real bonus in light. 


You can’t buy a BETTER lamp 


= Nationally Advertised 


TESTED QUALITY 


Lamps 





Also makers of the World-Famous Sylvania Radio Tubes. Hygrade Sylvania Corporation, Salem, Massachusetts 
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65 


Every kind of conductor 
fitting you need 


for 
tube, 
bar, 
cable, 
or wire. 





More than 
6,200 


items 





And every connector in the 
PENN-UNION line is reliable. 
Carefully designed and tested, 
to assure the best possible 
mechanical and electrical con- 
nection. 

Millions in service—used by 
the leading utilities and “‘in- 
dustrials.”’ 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 























| Highway Lighting — “We and our 


Highways,” an eight-page pamphlet 
discussing the problem of making high- 
ways safer, and the part increased and 
better lighting may take in solving this 
problem. General Electric Co., Schen 
ectady. 


Lamps—“How to Judge a Lamp” is 
the title of a booklet dealing with the 
economics of the cost of lighting, and 
how to judge lamp quality. Westing- 
house Elec. & Mfg. Co., Lamp Division, 
150 Broadway, New York. 


Pole Line Hardware—<A four-page bul- 
letin, Volume 14, Numbers 6-7, covering 
wireholders, guy wire protectors and 
other pole line hardware. Hubbard & 
Company, Pittsburgh. 


Store Lighting “Storelite—A New 
Luminaire Designed To Sell Merchan- 
dise” describes a _ unit for lighting 
merchandise displayed on counters and 
shelves. Included are construction fea- 
tures, application data, and illumination 
table. Westinghouse Elec. & Mfg. Co., 
Lighting Division, Cleveland. 


Tubes—A pocket-sized 165 page Tube 
Complement book, published by the 
Hygrade Sylvania Corp., 500 Fifth Ave., 
New York. Covers tube complements 
or 10,386 radio receivers from early 
sets to 1938 models; I-F frequencies 
for these sets; information on tube re- 


placements; names of the manufac- 
turers, and technical articles for serv- 
icemen. 


Wiring Devices—The Bryant Electric 


Co., 1421 State St., Bridgeport, has 
issued catalog No. 37 dealing with wir- 
ing devices. It lists a complete line; 
arranged to facilitate easy reference 
with a product index, section index, 


iptions and sub-captions on each page 

as well as catalog number index which 
reference to all items. 
illustrated throughout 
There is a special section devoted to 
adequate residence wiring. 


r 
The catalog is 








“Of course your wife’ll like 
it! It keeps wonderful time” 
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Code Handbook 


The fourth edition of Arthur L. Ab- 
botts “National Electrical Code Hand- 
book” has been rewritten to conform 
with the many changes made in the 
National Electrical Code. Part 1 de- 
fines the terms used in the code. Part 
2 specifies types of approved wiring. 
Part 3 summarizes the installation of 
materials and apparatus, Part 4 dis- 
cusses general requirements applying 
to all wiring systems. It covers such 
subjects as services, grounding, auto- 
matic overcurrent protection and wir- 
ing installation on design. Part 5 deals 
with special wiring cases and Part 6 
discusses the construction of materials 
(McGraw-Hill Book Co., Inc., New 
York, $3.00.) 


Sales Management 


“Fundamentals of Sales Manage- 
ment” by J. Russell Doubman covers 
all phases of marketing management. 
Each function of the sales organization 
is thoroughly treated and examples are 
used to illustrate principles. Sales- 
men and sales managers will find the 
following chapters particularly valu- 
able: “Buyers”, “Procuring Salesmen”, 
“Training the Sales Force”, “Compen- 
sation Plans in Use”, “Sales Quotas” 
and the “Legal Side of Sales”. (F. S. 
Crofts & Co., New York, $3.00) 


Paying Salesmen 


This book, compiled by the editors of 
Printers’ Ink, describes 64 tested plans 
for paying salesmen as actually used by 
companies in different fields. The plans 
are plainly described. Almost any 
sales executive should be able to get 
from this book the basis of a complete 
plan for compensating his sales force, 
or ideas which he may elaborate o1 
adapt to fit the special conditions of 
his business. (“Tested Sales Compen- 
sation Plans”, McGraw-Hill Book Co., 
Inc., New York, $2.00.) 


Controlling Salesmen 


How much selling time is spent with 
people who are not your prospects? 
Comprehensive sales control records 
are the means of distinguishing be 
tween people who are markets and 
people who are not. They are also a 
part of sound sales planning to in- 
crease profits and cut selling costs. 
This book shows with step-by-step 
methods and actual case examples how 
to set up, administer, analyze, and 
apply sales control records. (“Profit- 
able Control of Salesmen’s Activities”, 
W. M. Fox, McGraw-Hill Book Co., 
Inc., New York, $2.50.) 














Working With Dealers 


CONTINUED FROM PAGE 27 





get more leads by this means than he 
can handle—make sure he handles 
them properly. 


2 Women who want to earn 
extra money. In each community 
there are women who are fighting an 





economic battle, children depending | 
upon them, alone—or those who, | 
with idle time, can be intrigued by | 
the social contribution which the | 


business of appliance selling affords. 


They may not be able to work full- | 


time, but what matter? After all, 
the average appliance salesman faces 
the buyer less than four hours each 
day and is in reality part-time himself. 

The trend of appliance selling is 
to picture the product in use. Few 
salesmen know appliances from the 
feminine standpoint, or from the 
angle of actual home functioning. 


Such women do. ‘They are not as 


inclined to high pressure, being more 
educational in their activities. “They 
may run against resistance among 


some prospects who don’t like being | 


sold by a woman. But they have 


the ability to interest other consumers | 


a 
who are gun shy of the masculine | 


house-to-house salesman, and cannot 
be attracted to a store. 


3 Last and greatest of the 
sources of sales power is the man over 
fifty years old. In each community, 
there are many of them unemployed. 
Industry does not want them. They 
are not too dependent upon income 
because they have had to work out 
living adjustment. With the poise 
that goes with grey hair, a personality 
that reflects confidence, energy and 
the desire to contribute something 
more to life, they are hunting for 
something worthy to do. And what 
could be more worthy than the enrich- 


ment of home life through appliance | 


selling? And what, more profitable, 
when they are trained properly ? 

I have a record of over 100 mer- 
chants who have had amazing results. 
Easier to find, more earnestly seek- 
ing, needing less income, willing to 
work more evangelistically, holding 
definite advantages in direct sales 
approach; these older men have be- 
come spectacular appliance salesmen. 
You enlist them by classified advertis- 
ing—any ad that is captioned with a 


phrase such as “REAL OPPOR- 


| ward in a powerful 
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=I BIRDSEYE REFLECTOR 
LAMPS 


All rays thrown up- Inside-Silt ered e Self- Reflecting 














punch of light. 





aastcena apes No Wasted Light—No Maintenance. Birdseye Reflector 
Lamps deliver a bigger punch of light to the work area because 
no light is dissipated . . . no light is absorbed by dirty reflectors 

every ray is concentrated where it is wanted. Reflector clean 
ing, always costly and frequently hazardous, is completely elimi 
nated for dirt, grime and chemical fumes cannot reach the silvered 
reflecting surface sealed inside the bulb. 


P panaiadipandtiees Added Profits for the Wholesaler. Birdseye offers a unique 


with standard or 








Swivel Bas non-competitive line for modern industrial, display and home 
é ase. . 

lighting. Although fairly priced, these lamps show better-than- 
average wholesale profit margins in an uncrowded field . . . and 
| 


COLORED SPOTLITES 


the field is growing rapidly. For proof, write: Birdseye Electric 
Company, 100 East 42nd Street, New York, N. Y 








100 E. 42nd St. New York, N.Y. 


A full range of colors 
with standard or 
Swivel Bases. 





Factory: Gloucester, Mass. 





DIRECT SPIRAL INDIRECT SPIRAL 


SIGN & INDICATOR LAMPS 


SWIVEL SOCKET 
“ 3 


x 


Giving complete di- 95% Upward light 


= 
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| A full range of colors 
thrust. 5% Downward | in a glow-lamp draw- 
diffusion. ing only 2Y2 watts. 


95% Downward punch. 


rectional flexibility to ': - 4 
59% Upward diffusion. 


any Birdseye lamp. 
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—— 
wow WOULD YOU 


ANSWER be 
THIS MAN ° 


A MAN 
came into our office and said: 


Listen! You sell both malleable shields 
and steel expansion anchors . . . . so why 
don’t you tell people the advantages of 
your steel anchors over malleable shields 
in work such as concrete and stone? 
Certainly, steel anchors are much han- 
dier, easier to use, have a lot more hold- 
ing s:rength .. .. heck! Why should I 
try to tell you how to run your business? 
But you ought to get wise to this steel 
anchor business. 


PAINE STEEL ANCHORS ARE 
CERTAINLY EASY TO USE 





No special 

skill and no 
—1 setting '° 

require 


eS 


















Attach anchor loosely to 
object to be anchored— 





wZ | 


Tighten with a wrench— 
and you have a secure 
permanent anchorage 


TWO TYPES 
Fig. 925 























Tighten as much as pos- 
sible with the fingers 





Of heavy gauge, 
stamped steel. Con- 
sists of a sleeve 


(upper part) and ex- 
panding cup (lower 
part). Used with a 
carriage bolt, with 
head of the bolt at 
bottom of hole. 








Fig. 930 


Cosists of a machine 
screw or square head 
machine bolt, a sleeve 
and a threaded ex- 
pansion cup. As screw 
is tightened, jaws of 
cup spread up and 
outward. 


Fig. 930 


79 Barclay Street, New York 
Offices 
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co. 


Dept. 722, 2947 Carroll Ave., Chicago 


in many other principal cities 


TUNITY FOR MAN OVER 
FIFTY” will bring plenty of them 
in to be interviewed. 


Train The Recruits 


Finally, like getting store traffic for 
products, the merchant must be 
schooled to get sales traffic for jobs 
and when prospects for sales positions 
come in, he must be set up to persuade 
them. ‘There must be an organized 
system to sell each the opportunity 
provided and there must be an exhibit 
of experience, dealing with histories 
of the salesmen in his employ that will 
prove the genuineness of the oppor- 
tunity he is offering. 

After proof has been provided on the 
merit of the job offered, such new 
recruits should be given a day’s in- 
tensive training in the rudiments of 
product and the selling program and 
placed in the hands of an experienced 
salesman or supervisor with enough 
leads assigned for them to either see 
or taste the closing of a sale. Left on 
their own, they may be discouraged 
and run away. But with proper 
supervision, they will grin and bear 
it until they, too, begin to click— 
encouraged by initial success or the 
sight of it. 





Rolling Displays 
CONTINUED FROM PAGE 30 


is the consensus of opinion of the 
vast majority of salesmen and firms 
that have been using trailers for 
Their 


merchandising appliances. 





testimony is pretty convincing. They 


say— 


“This display rolling to the prospective 
account does a quicker, better job of clos- 
ing.”—General Equipment Co., Norge 
Boston distributor. 

“It is very successful in rural commu- 
nities and small towns where it is im- 
possible to have the dealer prospect leave 
his place of business.”—Harten-Knodel 
Dist. Co., Dayton, Ohio. 

“The use of the mobile showroom in 
wholesale work is very successful, because 
we are in a position to show the small 
dealer a respresentative line. We are 
now able to close numerous dealers on 
first call.”—Sutcliffe Co., Louisville, Ky. 

“The advertising value and the personal 
contacts salesmen can make, are of great 
value.”—Goodling Electric, York, Pa. 

“We find it profitable during the early 
months of the year while we are intro- 
ducing our new line.’—The Strong, Car- 
lisle & Hammond Co., Cleveland, Ohio. 

“Many franchises have been signed on 
first contact with the trailer, as it coun- 
teracts the excuse the dealer makes that 
he wants to see the line befor buying.”— 
Stewart-Warner Distributors Co., Chi- 
cago, Ill. 

“Our dealers report a 50 per cent in- 
crease in business and it requires only a 
minimum number of calls per day to ob- 
tain far better results..—Moser Suor, 
Kansas City, Mo. 


As to cost—the price range in 
trailers is broad. Modest, but at- 
tractive units are available at $500. 
If something extra fancy is desired, 
$1500 will buy it. For the average 
wholesaler a $700 traveling display 
is sufficient. That investment will 
buy a trailer that is attractive, sturdy 
and large enough to display a repre- 
sentative line. Add to this about 18 
per cent of the cost of running the 
automobile to cover the gas and oil 
the trailer eats up. When the car 
and trailer are washed, expect to pay 
about $2.00. A good set of tires 
will run about 40,000 miles. 








“1! don’t think he'll make good selling electrical stuff 
. - too high voltage and not enough resistance” 
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He Lets Their Eyes 
Sell ‘Em 


CONTINUED FROM PAGE 24 





“Sometimes straight salesmanship 
will do it. If not I dramatize light- 
op 
ing. 

“Once in awhile, of course, I come 
across a fellow who seems to have a 
sense of humor, but no interest in 
better lighting. I walk over to the 
windows and pull down the shades. 
Yes sir, he gets the point. It’s an 
exaggerated case, but it works.” 


Another Key 


Lawton has another stunt. He 
puts a number of small particles, 
such as watch parts, on a prospect’s 
desk. ‘Then he takes out his watch 
and asks him to count the number 
of pieces. His time is taken, then 
Lawton gets out one of his Localites 
and directs the light to the desk top. 
Once again the prospect is asked to 
count and the time is taken. Figured 
out on the basis of an hour, Lawton 
reports that the average person 
would save 10 minutes in doing this 
counting with improved lighting. 

“Here is another case of how a 
sale because I was able 
to get into the plant,” Joe contin- 
ued. “In this the 
superintendent showing 


was made 


case assistant 
was me 
through a machine shop. We came 
upon one guy who was working at 
boring Sure enough, 
there was the familiar old cord and 
60-watt bulb, located 20-inches above 
We watched 
him for a few minutes. He stopped 
and took a flashlight in one hand, 
inside in the other 
and took a measurement. Although 
it was an 8-inch boring, it had to 
be accurate to 1-1000th. 


a machine. 


the working surface. 


an micrometer 


Proof of the Pudding 


“In this the workman 
not only slowed up by this method 
of measuring, but his work wasn’t 
accurate. Also, he mentioned that 
he had just bought eye glasses.” 

Once again Joe Lawton had an 
open and shut He installed 
one of his units at the boring machine 
and there was no doubt of the im- 
proved lighting it provided. The 
unit was purchased as an experiment. 
It was found that production 
creased by 20 per cent and the one 
installation led to a larger order. 


case was 


case. 


in- 
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““ROME=—CABLE” 


BUILDING WIRE 


MAKES WIRE SALES 
MORE PROFITABLE 


Because your trade knows — 
through its many satisfied cus- 
tomers—of the always dependable 
performance of "Rome - Cable" 
line 


Building Wire, this is the 
where "pushing" pays. 

For repeat orders, increased sales 
and income count on 


ROME CABLE QUALITY 


Code, Slick finish 
30% Quick and 
aging Pu'ling 

Long Aging Rubber 
Uniformly Smati 
Diameters 
Clean—Easy Strip- 
ping 

Eight Clear 
tinct Colors 


for 
Easy 


Intermediate 
and Super- 


Approved by the 
Underwriters Lab- 
oratories, ine. 
N.E.C.S. 


Flame and Moisture 
Resistant 


PRODUCTS — Hot rolled rods, bare and tinned copper wire, bare and tinned © 
strand, U.R.C. weatherproof wire, cotton, paper and asbestos magnet wire, 
rubber insulated wires and cords, lead covered cables. 


ROME CABLE CORPORATION 


SALES OFFICES—New York, Chicago, Philadelphia, Pittsburgh, Richmond, Cleveiand, 
Boston, Dallas, Los Angeles. , 5 





THE DEPENDABLE 
UNIT FOR PROFITABLE 
SALES RESULTS. - 













SERIES 


OPEN TYPE 


Go after more lighting 
jobs with the assurance 
that this Quad "690" will 
satisfy your customers 
and build up a good, 
sound source of income 
through repeat orders 
with profit to you on 
every one. 


RANGLE 


CTURING CO. 
ST.. CHICAGO, ILL. 





Designed for 750, 1000, and 1500 watt 
lamps only. Porcelain enameled Reflector 
| 194/2”x26'2”". Light distribution and me- 
| chanical features the same as the well 
known standard tine of Quad floodlights. 

Greater increase in size of reflector and 
| wider light cut off angle in horizontal 
‘ plane. 
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SIMPLE, 
ILSCO 


SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 


which forces the wire into a soli 
mesh— 


NO set-screw contact . 





wires... 
NO limitation to one size wire . 
NO shearing effect whatsoever . 
NO special tools 
make connection 











NO need for you to search any longer for the PERFECT 


Solderless Connector—WE HAVE IT! 


Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—-A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
Ohio 


5629 Madison Road, Cincinnati, 


ISN’T IT? 


NO flattening or separating of 


required to 








FEDERATED 


SO)U\ SARFO) NS 


> 


in Mt ! 


see mem pmonlah 


| 
| 
| 
| 
| 


| 





Using Manufacturers’ 
Missionary Men 


CONTINUED FROM PAGE 16 


Manufacturers are disappointed at 
times at the results produced by mis- 
sionary men. After working out an 
excellent selling plan from their own 
viewpoint, they are disturbed at the 
lack of response from the wholesalers. 
In some cases cooperation is refused. 
Usually this is because the manufac- 
turer has given too little consideration 
to the wholesalers’ own plans, prob- 
lems, and interests. 

Too often the manufacturers’ plans 
are made entirely with the idea of 
selling as large a volume as possible. 
The wholesaler is dealing with regu- 
lar customers, servicing accounts and 
The 
manufacturer should not want him to 
but sometimes forgets this fact, in the 
This is the 
reason why many wholesalers reported 
missionary men of doubtful value or 
no value. 


cannot over-play any one line. 


pressure of a campaign. 


How can these missionary men be 
made to pay dividends to electrical 
wholesalers and their salesmen? The 
answer lies in intelligent sales man- 
agement both the part of the 
manufacturer and of the wholesaler. 
Unfortunately about 35 per 
cent of the electrical wholesalers in 
the country have full time sales man- 


on 


only 


agers. The others rely upon various 
executives who spend a certain part 
of their time on this work. This is 
one reason why missionary activities 


have not always worked out to the 
mutual profit of wholesaler and 
manufacturer. 

But more often it is just a matter 
of inadequate planning—and the op- 
portunity is wasted. Therefore, it is 
worth while to take a little pain, to 
get ready for these helpful visitors 
and to make the most of them while 
they are around. Here are a few sug- 
gestions— 


To the Salesmanager— 


1. Make arrangements to put the mis- 
sionary man to work promptly. 

2. Select the salesmen with whom the 
missionary man is to travel so that his 
educational work will do the most good. 

3. Arrange the route travelled by the 
missionary man and salesmen so that as 
many prospects can be seen as possible. 

4. Don’t let a missionary man work 
alone. When he is regarded as a tem- 
porary addition to a wholesaler’s sales 
force he is transformed from a mission- 
ary to just another salesman, 

5. Don’t allow a missionary man from 
one manufacturer to go out with sales- 
men one week, and another man from a 
direct competitor the next week. 

6. The wholesaler who will not allow 
travel with his 
salesmen (there are still quite a few 
of these) should permit him to speak at 
a sales meeting. 


a missionary man to 


To the 

1. Pay attention to the missionary 
man’s selling technique. That is what 
he is traveling with you for. 


Salesmen- 


2. Every salesman has at least a few 
prospects for the missionary man’s line. 
Don’t make him call on every prospect 
in your territory or go along at random 
with you on your calls. Pick the calls! 
You won't expert with 
every day. 


have an you 





writing || 


| 
| 
| 


“Take him, too—he was just waiting to sell something.” 
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The Loaded Cigar of 
Selling 


CONTINUED FROM PAGE || 


He forgets that the dealer wakes up 
after he has gone. And loading them 
up to the gills, so they can’t buy from 
anybody else, is good for a hangover 
headache the next day. True, the 
salesman has landed a big order, but 
can he come back? 

The 100 per cent personality boys, 
Moore says, are overlooking a lot of 
bets: Rushing in, kidding the old 
man’s stenographer and _ radiating 
all over the place takes up so much 
energy they are often guilty of these 
six errors: 

1. Overselling—fatal to a whole- 
saler. 

2. Failure to give proper explana- 
tion of deals. 

3. Loss of business through neg- 
lect in following price changes. 

4. Ignorance of stock on hand in 
house. 

5. Failure to demonstrate what a 
product will do for the dealer. 

6. Wasted 


pects whose credit will not pass. 


time soliciting pros- 


In The Good Old Days 


In the old days, the salesmen in 
the wholesale business did not spend 
so much effort developing personal- 
ity. Clothes didn’t create the man, 
back in the era when he had to pad- 
dle through the mud to talk to con- 
tractors. Many even affected eating 
tobacco to make themselves one of 
the boys. But with appliances com- 
ing into the picture, appearance be- 
gan counting. Razor edge creases on 
pants, mirrorlike shines on_ shoes, 
fawn colored coats, and egg shell hats 
began to dapper the scene. 

The situation is different with 
city and country” salesmen in 
Moore’s opinion. In the city, looks 
count far less than in small town 
sections, where the salesman has to 
be socially acceptable at golf and 
bridge. But by and large, Moore 
holds a deal that makes money for 
the dealer is the best door opener for 
future business. Nobody has more 
personality than the good old Ameri- 
can dollar. And if a salesman will 
take the trouble to hustle a few more 
of these cartwheels into the dealer’s 
door, he needn’t about his 
personal charm. 


worry 
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No. 130 “LATROBE” 
ADJUSTABLE WATERTIGHT 
FLOOR BOX 


No. 130 Box with No. 207 Bell 
Nozzle Cut-away view illus- 
trates how tapered unit recep- 
tacle fits tapered opening in 
adjustable ring. Design elimi- 
nates many small parts. Cover 
plate 3%”—overall height 3%”. 











































Sell and install 
LATROBE —the com- 
plete line for res- 














Tel-Satitel Mas lilulciadiel 





and industrial work. 





Catalog on request 






No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 


No. 470 PIPE OR 
CONDUIT HANGER 







Pipe support can be 
turned freely, permit- The most attractive, 
ting pipe to run paral- compact and easy 






“ULLMAN WS 


CATROBE - PENN: 


lel, or at right angles 
to beam. Eliminates 
drilling or use of straps 
Will accommodate sizes 
of %”, %” and 1” pipe 
to steel beams %” thick. 


fitting on 
market. Shown in il 
lustration with No 
200 Cover Plate 


to-install 















































YOU TOO CAN WIN $25.00 





LIMERICKS TO WRITE 


CARTOONS TO TITLE 


—and you don't have to develop your 
personality or amaze your friends 


in ten easy lessons. 


IT’S EASY — 
IT’S INTERESTING —IT’S PROFITABLE 
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PLYMOUTH RUBBER COMPANY. Inc. 
CANTON. MASS 


MANUFACTURED BY 






































PLYMOUTH RUBBER COMPANY Inc. 


CANTON, MASS. U.S.A. 








PLYMOUTH 


A BETTER TAPE, SOLD BY BETTER WHOLESALERS 














is it when 


you are selling? 


The old crack about "talk is cheap" may be OK 
when we are sounding off from a soap box but if 
we are referring to those precious minutes with 
some buyer—that's something else, isn't it? 

Selling talk must produce sales—or else it costs 
both us and the house time and money. . . and 
that's pretty expensive kind of talking—which brings 
up the question... 





How can we make talk pay a profit? 


One way that will help is to figure out in advance 
what we are going to talk about when we actually 
see the buyer. This keeps us from shooting off 
about weather, wine, and women or a lot of things that 
don't go very far towards bringing home the order. 

Now don't get us wrong. Nobody wants to buy from 
a salesman who is too busy selling to smile or maybe 
tell a "good story" but we never heard of anyone losing 
sales because he was skillful enough to keep the talk 
both interesting and on the profit side. 


What to talk about? 


Well, first, shouldn't we always be sure the buyer has a 
clear knowledge of how the products and materials we 
handle can best serve him? Than—we can swing the 
conversation over to selected items that pay a good 
profit and bring in repeat sales. 


= 





There are many such items, among them for example, 
are BUSS Super-Lag fuses. You can tell a mighty inter- 
esting story about them. One that will bring in sales 
and repeat sales for you. 

So why not let others consider “talk cheap'—while 
we make TALK PROFITABLE. 


If you want more information 


about BUSS fuses, Fustats, or Fusetrons, ask the BUSS 
Fuse Man in your territory for ideas and sales literature— 
or for personal help on some job you don't seem to be 
able to cinch by yourself. He will be glad to help in 
any way he can. 


Bussmann Mfg. Co. St. Louis, Division MeGraw Electric Company 





BUSS swee-ts FUSES 








